





Tomorrows Sales to Mining 


That’s why it pays to advertise regularly every one of your products 


for which there is a market in mining. 


Thus, a TOTAL OF 10 YEARS AND MILLIONS OF DOLLARS 
WILL BE EXPENDED TO DEVELOP ONE MINE. Over that time 
thousands of items of machinery, equipment and supplies will 
be specified and purchased. Advertise now to make sure of 
tomorrow's business! 
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FACTORY HAS MORE PAID SUBSCRIBERS 
EXCLUSIVELY SERVING 


Manufacturing industries production figures 
continue at their unparalleled high rate in 
1948. And, as manufacturers make plans for 
their share of big sales to this vast field, they 
depend on facts when they select their adver- 


tising media. 


That’s why FACTORY is considered the key 


publication on so many industrial advertising 
schedules. Look at just these top facts about 
FACTORY as your best bet to help you sell all 
across the manufacturing industries: 
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Machinist oi 


Metalworking’s new machines 


boost the need for everything you sell 


Everywhere in Metalworking, production men are 
deep in revolution. You can see it at the push of a 
control button... measure it in the mounting produc- 
tion of America’s biggest industry... profit from it in 
a greater consumption by Metalworking of everything 
you sell. 


This year, for example, Metalworking expects to 
buy at least $300,000,000 of new machine tools, and 
a modern machine tool is really new. It’s a miracle 
of electronics, automatic operation, swift and sure 
preciseness, multiple machining. These new machine 
tools are powered by as many as 40 motors, and they 
obsolete old production standards overnight. 


The average new machine tool of 1948 is at least 
one-third more productive than its pre-war or war- 
time counterpart . . . and that’s where you come into 


the metalworking revolution. 


Machine tools that work faster step up the produc- 
tion cycle all along the line. They call for better 
and faster materials handling, faster processing of 
metalworking products before and after machining. 
And increased production results in increased 
consumption of everything that Metalworking buys. 





American - 


This biggest American industry expects to produce 
at least 21 per cent more this year than last, and it is 
in the market now for new plants, new equipment, 
unprecedented quantities of materials, machines, 
parts, services. * 


Metalworking is a profitable industry with which 
to do business. It offers you industry’s biggest mar- 
ket. And you can sell to more production executives 
at less cost in American Machinist than in any other 
metalworking magazine. Among all metalworking 
publications, American Machinist readers are first 
in quantity, first in quality, first in buying power.** 
Over 600 advertisers like you are selling more goods 
at less cost in this No. 1 magazine of America’s big- 
gest industry. 


Ask us for the facts on Metalworking’s plans 
for 1948, as revealed in the American Machinist 
Survey of Metalworking Equipment and the 
McGraw-Hill Survey of Capital Expenditures 
(just completed). 


Based on June, 1947 ABC statements of all 
metalworking magazines. Over 28,000 metal- 
working production executives are paid sub- 
scribers to American Machinist. 





The McGraw-Hill Magazine) 


McGraw-Hill Building, New 
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THIS IS A GOOD PLACE TO DO BUSINESS wit AMERICA’S BIGGEST INDUSTRY 


of Metalworking Production 


| 
' 


York 18 





~ “Iw u 


ee in 









How 
business and industrial 
advertisers can 


MAKE 
DOLLARS 
WORK HARDER 





JISE food and drug ad- 
vertisers have long rec- 
ognized the value of the win- 
dow display . counter card and 
streamer. They're a powerful 
selling team — because they 
talk to buyers as they buy. 


Smart business and indus- 
trial advertisers realize this 
same point-of-sale selling by 
using The Wall Street Jour- 
nal. It talks to decision- 
makers while they make up 
their minds. 


Key men in big and little 
firms from coast to coast use 
its daily business news. figures 
and interpretations every 
morning. 


these Wall 


Street Journal impressions in- 


They carry 


to their business meetings. 


Powerful. this point-of-sale 
selling. Economical, too. in 
the only national business 


daily. 


Although 


more than tripled in the last 


circulation has 


five years, advertising rate per 
thousand has dropped 58%. 


Call a Wall Street Journal 
representative in today. Make 
your dollars work harder, last 
longer, by reaching the right 
people at the right time in 
The Wall Street Journal. It 


reaches more decision-makers 


per advertising dollar. 






THE 
WALL STREET 
JOURNAL 


ysiness Daily 











ONLY National I) 
New York 4, N.Y. 





The 


44 Broad Street - 


9 % the 





Advertising Must Help 
Free Enterprise 

To the Epitror: I liked your ecli- 
torial in the January issue very 
much. I agree with you just as | 
iwree with Marshall Adams — be- 
cause I think the best way advertis- 
ing can sell the American economic 
system to Americans (or to the 
world, for that matter) is for adver 
tising to make the damn _ system 
work the way it should.—PAavut pb! 
GUZMAN, Royal & de Guzman Ad 
vertising, New York. 
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They're Hep, They're Moving 


lo the Eprror: We have news t 


relate ; 

\e want vou to know of our for 
tunate fate. 

With a cup of good cheer and a 
hip-hip hurray, 

From 61 Fourth we are moving 
awa\ 

We're moving uptown and we 
sure don’t regret it! 

SO please change your records be 
fore you torget it. 

Che address is 150 East Chirty-I ive 

And the first day of March is the 
day we arrive 

So—out of our old offices, into the 


new 
May they bring great good fortune 
to us—and to you! 
STEEDLE, RANKIN & Boy_Le, 


New Y ork. 
* * ‘ 
Finds Reprints Useful 

lo the Epitor: Many thanks for 
the prompt servicing of our request 
for copies of the reprints. 

\ preliminary look shows they're 
going to be helpful, and we appre- 
WALTER T. 
sONNEY, director of public rela- 


Aircraft 


ciate thei availability. 


tions, Bell 
Buftalo, N. \ 
* * * 
‘Orchestration’ Worn Thin 
lo the Eprror: About a year ago 
you sent Mr. Clement E. Trout, de- 


Corporation, 
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Edelor 


partment head, a copy of “The ‘ 
chestration of Type.” This 

mighty nice piece of literature, and 
! wondered if it would be possibl 


to get two more copies of it. 

The copy you sent Mr. Trout has 
made the rounds of the Department 
and has been referred to on a nu 
ber of occasions until now we find 
that it is pretty well worn. 

The copies I am asking you 
send me will be put into some s 
of a permanent binder and put in the 
Department of Publications refet 
ence reading room. LEMUEL D 
GRooM, Dept. of Technical Journal 
ism, Oklahoma A. & M. College, 
Stillwater, Okla. 

[For a complete listing of reprint 
from INDUSTRIAL MARKETING, t 
to page 106.—Eprror.] 
“ a ~ 


Representative Squares 
Away Roller Bearings 

To the Epitor: In fairness t 
concerned, I want to comment 
three statements made in your Oc- 
tober, 1947 issue regarding surve 
results of college paper ad represet 
tatives. 

In the first place, the quest 
naire was not a readership surve 
industrial advertising in selected 
college publications. It was mostly 
a listing of manufacturers to be 
checked for preference by Ser 
year engineering college students 

In the second place, SKF was not 
rated as top on roller bearings. | he 
rating was: Timken 70.5%; SKI 
19.5% ; Hyatt 5% ; Blanks 5% 

On cranes and hoists, Yale & 
Towne—a well known nam 
hardware—managed to nose 
Bucyrus-Erie—a good name 
steam shovels. Both company 1 e 
are fairly well known to « g 
vouth for obvious reasons, alt! 
neither has been promoted by 
advertising to college student 
W. B. Lrrrett, Littell - Mui 
Barnhill, Inc., New York. 

















































mo equipment ar ; ware «eee Te] cking an 
7, es, e neglected. Use as reference innumerable times during the year ce scar 
« ' “e a8) and addresses, and machinery manufacturers.”’ “Your cafaloctl ceo 
en by us. We use products made by at least 50 oo? a 
| percent of the number of th 
tin Food | . ne <x er of these advertisement 
= wa ncustries Catalogs. | believe it will be very helpful in looking up inform ; i 
pony ~Do not recall any particular it — 
em looked up, h 
nests from our Pp, however, we have had seve 
i racks priegte for names of manufacturers of various equipment and supplies for med 
K . / ' . ° ' 
Be cae hs and give them the desired information. Catalog is well illustrated and i 
7 Us time. ae , mos 
litinesting de ~ This catalog will be constantly used by myself and members of our 
g department and should prove invaluable in our daily contacts with the canning indust 
ry. 




















wppliers of cans 
fe red the ia vi constantly called upon for information such as is contained in this catalog."’ 
e rre catalo ' ;. =. . ° 
| eater g afar wees on dicing machinery, rubber belting and laboratory ate: 
e U contacted, but have no record of thej 
er names — also have purchased 
as a result 











hese references." ‘“Catalo 
g used frequently, too many ti 
hie Tae f . “y. y times to remember what products 
a ound your service very valuable. “The catalog fulfills a real aa Saves —- 
rand effort. Hope i 3 z : : . uc 
> phigats unl asks 8 : We find your catalog very useful in looking for manufac- 
ae y we use. Can't recall now, but have used Food el atites Crit 
os. (hone me used as references for our en~'- bane z : atalogs 
s, but don't recall specific inste-- Have used it several 
‘Serves as r- “it_use every now and 
‘ents in the field.” 
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The value of any service can be best determined from the opinions 


of the men who use it... 

The expressions of approval reproduced on these pages are typical 
of hundreds of the comments we receive annually from executives, 
plant managers and important process men who are valued users* 


ndy many times. 
* ‘‘More 
lustries Catalog 
bf material and 
Bialogs provides 
ready reference. 
I alog for several 





































of good informa- 







nto my particular 
wyice versa, this 
Sod supplier.” 
E this type of 












of FOOD INDUSTRIES CATALOGS. commend 
If you are a manufacturer of machinery, equipment, materials or vs a ready 
ingredients used in any phase of Food Processing, these men are se Catalog 
your potential customers. . . . Do you want your catalog informa- tfike your 
tion pre-filed for their convenient use? a 

aiely forty 

¢ Write or phone — 
ye it very 


*Ask to see our user list 





tae a aut a" baeaias a ne of the 
Cul v-Fil : be SERVICE — Basing of all 
330 West 42nd Street, New York 18, N. Y. . “We 
“Your 


silent reference 
merurer needs some- 
Bry Felpful as a reference 
fo? our plant and it has been 
a Reference for which it is very 
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Y In several instances. ™ 
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wor Food Industries is very well done.” 





your 1947 issue 











nL you for the Cintas Ww = ss. ——— 
gs. We have*egars # eaKer customers and can be helpful to them 


dinformation f CHener © 
rom your catalog.” i De . | 
g Your book is perfect. Thanks for the Catalog, | 


D00k at 


east 
st once daily. Can't see how a buyer or engineer in the food industries ge 
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COVERS 


Wherever goods are produced and sold 
to aviation from manufacturers 
through distributors to the heavy con- 
sumers of aviation material—not only 


in the U. S. but ALL OVER THE 


WORLD. 7 


Aircratt Service Operators—“F.B.O.’s” 
engaged in servicing, selling and flying 
planes for instruction and charter — 
aviation’s point-of-sale for accessories, 
parts and components. 
Airlines—scheduled and non-scheduled 
lines. 

Airports. CCA Officials — local, state 
and federal officials influencing and 
regulating civil aviation. 


ery sures I 


AM&O is precision directed not only 
to the right firms but to the right men 
in those firms —men who work in 
aviation—men who are known to have 
influence on the purchase and use of 
aircraft, aviation accessories, shop and 
airport equipment. 









in the AVIATION 


INDUSTRY 


Edited in the interests of more profit- 
able airport and aircraft maintenance 
and operations, AM&O renders a vital 
service—has earned an influence with- 
out parallel in the industry. 





=> 
s — Guidebook of the 
So <* Aviation Industry 
fa On-the-Ground 
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> PROBLEMS <, j 
Vaclustrial ; 


Use of Classified 
Telephone Directories 


Our company is engaged in the 
manufacture of commercial gears, 
speed reducers, parts, etc. Our prod- 
ucts are purchased largely | ry original 
equipment manufacturers for incor 
poration in their products. As part of 
our attempt to organize the sales 
promotion program, we are seeking to 
evaluate the practice of listing our 
company, or our products, in the clas- 
sihed sections of telephone directories 
in those principal cities of the nation 
in which we have sales offices. The 
telephone company has furnished us 
with “tear sheets” for some of the 
cities involved, and from a review of 
these “tear sheets,” it 1s clear to be 
seen that we have no definite policy 
so far as classified listings are con 
cerned. We intend to obtain further, 
more detailed information from our 
sales representatives, but when we 


will have finished this task, the review 
vill still be a rather one sided affair 
I am in hopes that you will be able 
to offer some ideas or suggestions 


covering the following points: 


1) With the exception of one item, 

our products require considerable in 
vestment on the part of the purchaser. 
and it is exceedingly doubtful, at least 
in my mind, that a prospect would 
consult the classified telephone direc- 
tory to obtain information on such 
machinery. What value would you 
place on classified listing for a manu 
facturer of industrial machinery sold 
to original equipment manufacturer 
accounts ? 
2) Our company has been advertis- 
ing in selected business papers, and 
these ads have featured our name. It 
seems to me that we will be torteit- 
ing some considerable value of the 
advertising if we make it difficult for 
customers to locate our name in their 
local telephone directories 

3) If classified listing is desirable, 
what type of listing should be used 
by a company like ours? I noted in 
reviewing the “tear sheets” furnished 
by the telephone company that listings 
vary from small type listing to frac- 
ls. A single line bold face 


tional page a 
listing appeals to me as the most prac 
tical for our purposes 


This is my first experience with your 


By KEITH J. EVANS 


able to offer us your opinions and sugges. 


tions on this question. 
ADVERTISING DEPART 

You have a very interesting prob 
lem that is common to a great many 
companies selling to industry. The 
degree of interest in the classified 
telephone directories depends first 
on whether or not it is the type 
product that one would naturally 
look for in a public telephone book, 
and second, how many industries 
are served as this determines the 
percentage of the circulation of the 
classified telephone books that may 
be of some value to you. 

We in industrial advertising 
know that we accept a very large 
measure of waste in classified 
phone books that go not only to a 
business but to all homes, the circu- 
lation paralleling newspapers, but 
without the newspaper daily look 
over value. Some industrial mate- 
rials and equipment are purchased 
so continually that most buyers are 
familiar with the various suppliers 
and for that reason there is little 
likelihood of their requiring a dire 
tory. Other equipment is purchased 
so seldom that directory reference Is 
usually necessary. 

The next question involves the 
type of directory the industrial cus- 
tomer is most likely to use. We do 
not know of any study that has beer 


made to determine the use « 
telephone books compared with na- 
tional industrial directories or othe 
reference media. Probably the 
dustrial directories come first eX- 
cept when a manufacturer 
anxious to quickly locate a_ loca! 
manufacturer. 

To summarize and answé 
questions specifically : 

1) We would conside our 
market so thin that advertising ™ 
the classified telephone di 
would be fairly expensive you 


and would recommend b ace 
listings only in those ci ele- 
phone directories that e al- 
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column. I am in hopes that you will be (Continued on Page 2¢ 
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] 
q reports on 
ANS 
; “What magazines do 
business executives 
I I e = f 
<a receive, read and prefer 
e 
. . . a) 
in Latin America? 
ok. 
, For the first time, a major survey of the 
magazine-reading habits of top executives 
throughout Central and South America has 
ge 
-~ been made—by Dun & Bradstreet, Inc. 
but The survey covered 6,000 major com- 
ok 
te panies in ten leading industries. Replies 
A 
seu , 
ire were received from 1,432 (23.9%) 
o In answer to one of the survey’s questions, “If you could have only one or two 
se 
(of the above) periodicals*, which one or two would you want above all others?”’, 
Time was the favorite by a margin of two to one over the next magazine. | 
” The complete report—containing full tabulations of returns and breakdowns by size of 
2 company, by country, and by industry—is available by writing to: Market Research De- 
1¢e1 
partment, Time International, 9 Rockefeller Plaza, New York. N. Y. 
/ 
*To encourage maximum mentions of many different 
magazines, the survey contained check-lists of 68 
British, Canadian and U. S. export magazines and 
trade journals. 
ul 
sve 
le 
REACHES TOP PEOPLE ALL AROUND THE WORLD 
FFICES: NEW YORK, ATLANTA, BOSTON AG EVELAND, DETR T ANGELES, PHILADELPHIA T DAN FRANCISCO JINDON, MONTREAL, TORONT 
48 
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Don't 
Depend upon 


“PASS-ON” 
Readership 


Your advertising gets deep 
and direct penetration in more 
than 9,000 metalworking 
plants in Metal Progress. With 
its great circulation of 21,230, 
it has the editorial impact to 
attract engineering executives 
from every policy level — 
management, production and 
technical in heavy reader 
volume. 


Because 80° of this large 
circulation goes to home ad- 
dresses, you are assured of 
direct reader use of Metal 
Progress. You are assured of 
all the advantages of long life 
and regular impressions that 
go with a great monthly mag- 
azine in the metal industry. 
With an increasing number of 
advertisers, Metal Progress is 
not the ‘next’ magazine it 
is the first medium of power- 
ful engineering influence in 
the metal industry. 


See what happens with an 
8-month program in 1948 
make a reservation now for 
the May issue. 


METAL 


PROGRESS 


7301 EUCLID AVE., CLEVELAND 3, OHIO 





[CONTINUED FROM PAGE 24] 


Problems in Marketing 


ready developed headings for the 
principal products you sell and 
where competition is already ad- 
vertising or is listed under those 
headings. 

2) You cannot afford to make 
it difficult for customers to locate 
vour name, but if there is no head- 
ing and no competition, you will 
not be missing anything and the 
a trade 


buve will be directed to 


magazine or industrial directorv. 


3) As 


would recommend a bold face list- 


mentioned before, we 
ing in the classified telephone di 
rectories that meet the specifica- 
tions as mentioned above. Of 
course, it goes without saying that 
you will use books only in cities 
where you have representation 
and are interested in securing in 
quiries. 
In closing we would like to say that, 
in general, we believe that industrial 
tend to 
ence, directory and catalog file ad 


advertisers neglect refer- 


vertising and that more time and 
attention should be given to this 
important connecting link between 
salesman- 


general advertising and 


ship and the final inquiry or order. 


How to Get 
Advertising Ideas 
Confidentially and off the record, ] 
so many othe 
» advertising dur 
at I just do not 
et any good adver 
tising ideas today. Perhaps it is spring 
ver: but 1f you have anv suggestions 
! iit | glad to have them 
ADVERTISING MANAGER 
Chere are, as you know, an in 


hnite number of wavs to get adver- 


tising ideas. However, we will name 
* that mav help vou 


1) Spend 


more time studying 


ur company, its products, its 
customers use 


they like 


\ better knowledge 


TS how 


scot 
custome 


vour product—what 


about it, et 
of your products, and even more 
particularly your customers, will 
give vou so many\ ideas that you 

11 . 2 
will have to increase vou1 adver- 
budget to take 


ising care oft 


them 
>?) It by any 


chance you are 
still looking for ideas, stay home 
a day in solitary confinement with 
only half a dozen pencils and a 
pad of paper. This, of course, will 


ork onlv in case vou have done 


1 good job of number o1 
trouble many 
managers is that they do n 


with adve 
sider themselves a regul: 
of the operating company 
not supposed to know an 
about the product than is | 
to them on a siiver plattet 
particularly applies im_ th 
of technical and other rat! 
tricate industrial products 
3) Collect all of the ad 
ing and sales promotion lit 
of your principal competito 
review their work. This 
haps the poorest way of g 
ideas, but if you do not 
what to do, you may lear 
not to do. 

+) Another way to get 


tising ideas is to look throug 


best magazines in the ind 


and also in the general cor 


held. It is almost impossib 


go through a magazine 

seeing some type of illust: 
headline, or layout idea tl 
will want to use. If it 1s not 


petitive advertising, there is j 


ably no reason why you 
borrow it. 

5) If these four suggest 
not help, and even if they cd 
we recommend that you al 
a copy of “A Technique for 
Ideas” by 


believe 


ducing 


Young INDUS 
\IARKETING has this littl 
for sale. (Send $1, Eprrol 

Danger in Repeating? 


We have taken this idea of 


ing advertisements rather serious! 


our company and so has our ag 
\s a matter of fact, believ 
agency has thought they would 
ive to write any more ady\ 
ments this year. What can I d 


it? Have vou any good argun 


ADVERTISING MA? 
\s has been pointed oul 

times before, there is definite 
ger, as you have mentioned, 
general idea of repeating adv 
ments. Once you give in to tl 
f repeating, you find yoursel 
position of repeating advertis 
that are not worth repeatu 
find that there is a greater te! 
to repeat smaller fractional p 
than full page The 
however, as outlined 


ads. 
mains, 
various articles based on the 
survey, that you can repeat 
advanta 


tisements to got vd 


lower vour production costs 


INDUSTRIAL MARKETING, Apri 


James 


CcOon- 


more 
nded 


Phis 


1948 








The 
sing 
‘on- 
part 

are 
10Te 
ded 
his 

“ase 

in 


| 
na 


Do you know your 
sales potential in 
this industrial market? 


if not, this new guide 


to the Plastics Industry 
will help you figure it. 


ARKET 
AN OPPORTUNITY 


Here, for the first time, is the inside story on 
the Plastics Industry — one of America’s fast- 
est growing industrial markets. For instance, 
between 1939 and the end of 1946, the produc- 
tion of plastic raw materials alone increased 
440%. Now, with national durable goods pro- 
duction running at about 225% of the 1935-39 
average, the Plastics Industry is still expanding 
rapidly to meet the increasing demand for its 
products. As additional applications for plas- 
tics are developed, new equipment and manu- 
facturing facilities are added. That means new 
opportunities for manufacturers, not only in 
the specialized equipment of the industry, but 
in equipment, services and supplies common 
to all manufacturing operations. 


There is a good chance that the Plastics Indus- 


try represents a good market for your product. 
This 40-page data file was written, after exten- 
sive research in the field, to help you evaluate 
the Plastics Industry as a potential market for 
your product or service for “periods” and to 
help you plan sales, distribution and adver- 
tising to it. 


MODERN PLASTICS 


122- L East 42nd Street * New York 17, N. Y. 
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WODERN PLASTi¢s 


JUST PUBLISHED — 40-page data 


file, packed with up-to-date facts and figures. 
Contains: plant inventories on actual capital 
equipment, supplies and short-life equipment 
— Charts showing raw material consumption 
through the last ten years — Maps showing 
the geographical location of the industry — 
Helpful tips on how the industry buys and 


how to sell and advertise to it. 


“eee 


Send for your free copy now. 
Just fill in the coupon below, clip 
it to your firm letterhead and mail 


it to us. No obligation, of course. ~ 


MODERN PLASTICS 
122-L EAST 42nd STREET 
NEW YORK 17, NEW YORK 


Gentlemen: 
Please rush my free copy of your new 40-page data file en- 
titled “The Plastics Industry—What It Buys and How fo Sell It.” 


We are particularly interested in advertising 


(Product or Service) 


Name 

Firm Position 
Street 

City Zone State 
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Know Who Reads Your Export Advertising 


te 


SPUCIAL Pha rumes 


ee ae 
—— oom sa 


a, me Pang 


In less than two years of export publishing, the 
McGraw-Hitt Dicest has established its quality 
leadership among export business papers — the first 
in the long history of export business paper pub- 
lishing ever to qualify as a member of the Audit 
Bureau of Circulation —the hallmark of quality 
publishing now extended to the international field. 


Now is the time to take advantage of the vast 
export market opportunities created by imple- 
mentation of the European Recovery Program 
(Marshall Plan) — the time to establish a prefer- 
ence for your company’s products and services 
among the 20,000 influential businessmen, indus- 
trialists and engineers who read the McGraw-HILi 
Dicest every month in English —men whose ability 
to read English makes them the best prospects for 
American goods and services. 


McGraw-Hitt Dicest is the only magazine in 
any language designed to offer its readers full 
coverage of significant new business, industrial 
and technical developments when they are news. 
This unique service builds for advertisers an 
alert audience of key executives and manage- 


ment men who are fully identified by title and 
company connection. 


Although the McGraw-Hitt Dicsst is published 
in English, more than 90% of its subscribers are 
foreign nationals — a responsive audience that 
writes more than 100 letters every week asking our 
editors for product information, names of manu- 
facturers and advice on how to solve specific 
problems. 


You can address a full page advertising mes- 
sage to this important foreign audience every 
month for only $3840 a year. Call or write today 
for a sample copy and an advertising rate card. 


McCRAW-HILL DIGEST 
ta e 


ul 
aU 


t 
pa 
of 


INTERNATIONAL CORPORATION ot 
330 WEST 42nd STREET, NEW YORK 18, NEW YORK 
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Little Industrials 
Are Important Advertisers 


A small advertising budget, properly handled, 
Often turns a ‘little industrial’ 


RESPONSIBLE industrial ex- 
+2 ecutive, whose several titles in- 
‘luded that of advertising manager, 
mce told me, 

“We tried advertising once and 
it didn’t work.”’ 

\nother man (whose company 
was currently doing an $800,000 an- 
wal business), said with reckless 
ravado 


\\ 


‘We are considering running 


some little ads to see what happens.” 
St comments lead ore to won 
who are intelligent, 


cael Ww men 


e and experienced in various 


hases of industry can be so un 
aware of the fundamentals of a 
proven source of profit, namely - 

good industrial advertising and pro 
nee 


Indu try Often Must Be Educated 
ToA ivertising Value 


One of the toughest jobs for the 
adver ing man (department or 
agency ), and one of the most needed 
by all concerned, is that of increas- 
ing industry’s understanding of the 
functions, aims, limitations and 
Values advertising. This is par- 
ticularly true of the relatively new 
and the small advertisers, but, sur- 
prising there are some large com- 
panies that have little conception 
of wha’ it is all about — and why. 

Consi ler, for example, the word 
advert’ sing” as commonly used in 
our fiel’. What does it mean to the 
average busy industrial executive 
INDUST®§ 
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Into a big one 


who has a voice in, if not the final 


say on, advertising budgets and 


policy? There are almost as many 


interpretations of the word as there 


All too often adver 
tising means only, “running ads in 


are executives. 
magazines.’ The potential value of 
planning, research, publicity, direct 
mail, catalogs, and the broad range 
of guidance and assistance that a 
well-rounded industrial agency 
weaves into an integrated advertis 
ing program, is seldom more than 
vaguely appreciated by management 
men in small industry. 

It is no little task to convince a 
that his 
money by spending it in ways and 
by means he fully 
stand. But this task is important to 


man company will save 


doesn't under 


industry as well as to the industrial 
The 


of money by those who advertise 


advertising profession. waste 
too little, too late, or ineffectively, 
is an enormous tax on industry as 
\nd the unfortunate part 
not 


a whole. 
is that nobody gets it even 
the government. It is irretrievably 
lost — just like the money wasted 
by failure to utilize modern time- 
and 


and-money-saving machinery 


methods. 
Inexperience Is Costly 

Not many industrials with gross 
sales of less than a million dollars a 
year employ experienced advertis- 
ing managers. This title, or at least 
the responsibility, is usually carried 
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By HARRIS D. McKINNEY 
Harris D. McKinney 
Organization, 

Philadelphia. 


by the president, general manager 
or sales manager, and sometimes 
even the office boy. At any rate, the 
man with the title usually is woe 
fully short on advertising training 
or experience and generally has but 
little time for, or interest in, the as- 
signment. He just has to do the 
best he can under the conditions and 
naturally, the net result shows it. 

This affairs makes it 
doubly difficult to get an advertiser 
interested in doing a good job. A 

(Continued on page 126) 


state of 
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> ists 


design and consistent advertising. 


Integrate them with your entire 


management philosophy. 

Then stick to your guns, even 
though orthodox advertising men 
(and some of your own execu 
You'll 


find your reward in the sales and 


tives) think you're nuts, 


earnings statements. 

This, telegraphically, is the 
sales promotion success story of 
Walter Paul Paepcke, founder and 
chairman of the board of Contain- 
er Corporation of America, whose 
consistent use of modern “high 
art” and capsule headline copy 
strikes some Madison avenue ad 
men with much the same impact 
as “John Smith has switched to 
Calvert” arouses in WCTU head 
quarters, 

lor a dozen years Mr Paepcke 
has introduced the leaders and 


“comers” in contemporary art to 





SOUND sales objec- 
Back them with good 


COVER PICTURE STORY 


By HAL BURNETT 


the business world with full pages 


and full color in Business Week, 
Time 


Fortune, Newsweek and 
plus a dozen odd vertical and func- 
tional business papers. 

His copy, never more than 17 
words, has apparently (although 
not actually) violated the “tell all” 
principles common to most good 
industrial advertising. 

His adv ertising policies have 
irritated, big 
agency principals and account ex- 


confused, even 


ecutives who would like to snare 
the Container account from N. W. 
Ayer & Son with “hardhitting 
sales copy — 

But Container’s sales have 
bounded forward in spectacular 
fashion without a single year’s 
setback since 1938, while net pro- 
fits have increased five-fold. 


Container Corporation’s 
Design for Business 


Unorthodox, but consistent, Container 
Integrates advertising art with sales 
And production. Profits prove results. 





In 1947 Container reported net 
sales of $128,345,675, compared 
with $18,705,290 in 1938—a 643% 
gain that far outstrips such 
healthy competitors as Gaylord 
Container Company, Robert Gair 
& Co., National Container Cor- 
poration and Hinde & Dausch 
Paper Company. Less than 14% 
of the sales volume comes from 
companies acquired since 1938. 

In the same period Container 
earnings (per share) have risen 
from four cents to $10.09. ( Hard- 
ly a fair comparison, however, for 
depression vear 1938 wasn’t typr 
cal of more normal years, such as 
1936 ($1.97), 1937 ($2.28) and 1939 
($1.85). 

Not even Mr. Paepcke, who con- 
ceived and guides Container’s ad- 
vertising, will give advertising 


and design all of the credit tor 


NATIVE artists symbolize their states in Container Corporation's current ‘48 states’ campaign— 


(I. to r.) Vermont, Arthur Williams; Ohio, 


James Flora; Massachusetts, Arthur Williams; 


Louisiana, Bob Cato. Margo Hoff painted Oklahoma (above and in color on the cover). 
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| CONTAINER CORPORATION oF AMERICA 
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ire y concel\ ed ob) e¢ tives. CONTAINER CORPORATION OF AMERICA | 
{ tainer’s preoccupation with GENERAL OFFICES 94 SOUTH DEARBORN STRERT, CHICAGO 2, HA. | 
des stems directly from the na- 
ner Ae » AND SRACT COPY OF YOUR OnDEe a6 EWTeeee oY ©8 FOR sHiPmant 
| ture of the paperboard and paper 
es 


1S NOT AN 


business, and from Con- NVOICE 


Its. A 


Competition from the rapidly- 


own spectacular history. cal lew 
7 a= pases Ame Peemer arreanem, © ruses a8 any snaees emmie ai da 


ge paper box business had 
ed M1 Paepcke’s father to add 
erboard box division to his 
go Mill & Lumber Company 






CONTAINER CORPORATION 
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r of wooden boxes and pack 


ises) in the ‘teens 





1926 the paperboard end of 


( the isiness had become so im , \ 


uch , | 
portant that Walter Paepcke cut — 
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. — om the parent company FIRST ASSIGNMENT in design director Egbert Jacobson's face-lifting was redesign of 
_ mbined it with two other all external and internal office forms and stationery. Hundreds of thousands of readable 
a erns under the impressi\ e and distinctive forms, as indirect ads, have became carriers of Container's sales psychology. 
sch . ° . . 
ot Container Corporation ; ; ; 
rh \merica. discovered in the early thirties, a and working capital tight, few 
_ Container absorbed some 18 price advantage cannot be held for users of shipping containers and 
2 +e . . ’ ackagce . aff a PCTVE » 
durine the amalgamating long. One company’s introduction packages could afford to pur« hase 
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~ of the 20’s stockmarket of cost-cutting machinery and or to wait for full Abana oo 
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OW cost, counting on ad Mr. | aepcke proved his adapt gir : — 
o . on Container’s frequent and rapid 
on- production engineering to ability in the early thirties by 1n- ’ : 
: ; : a F " deliveries to maintain their own 
id gain a competitive edge in an in troducing a new element to_ the ; : “aah 
, zs c® ‘ ;, etn Wiad box inventories at minimum level. 
sing Is noted for its price wars. paper box field, service. ith in 
. ry ae diffic om, 
O rtunately, as Mr. Paepcke dustrial production at low ebb But it’s just as difficult 6O are 
; ) tain a monopoly on service as it 
‘an— PEARHEA i isi ntainer's first institutional campaign. : : ‘ ‘ 
ign “srg D of modern art in advertising was Contai p is on price. As competitors fol- 
iams rench artist A. M. Cassandre created the first design, a black and white, (left) to be followe . 
ver) by photomontages of Gyorgy Kepes and Herbert Bayer and a water color by Jean Carlu. lowed suit, Mr. Paepcke sought 
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HARD-HITTING COPY, in contrast to Container's low-pressure institutional advertising 
psychology, features the attractively designed ‘Packaging Resources at Work’ direct mail 
series. Terse, factual case histories, such as that of a glass bowl shipper (top) spell out in- 
crease in productivity, savings in direct labor and materials, savings in dollars. ‘How we do 
it’ methods copy, based on CCA's engineering research, illustrates new applications for 
adapting packaging of bulky bicycles to manufacturing and merchandising methods of client. 
Redesign of Cleveland Graphite Bronze Company's packages (below) sells drivers on re- 


placing complete bearing sets. Electric drill case study (right) uses ‘before-after’ technique. 
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a third competitive sales feature, 
quality. 

Engineers focussed their |ab- 
oratory and design work on new 
developments that would improve 
the protection of packaged goods 
and open new fields for paper- 
board cartons. They turned out 
such innovations as a waterproof 
solid fiber-board for shipping iresh 
meat and fish and a re-usable fi- 
ber case for beer and soft drinks 
They developed new, economical 
and improved techniques for ship- 
ping such varied items as bicycles, 
furniture, firearms, mattresses, 
lard and rayon, Orthodox adver- 
tising and hard selling worked 
hand-in-hand to broaden markets 
through new applications 

Kven here, Mr. Paepcke dis- 
covered, competitive advantages 
through research and development 
was short-lived. Other companies 
could match quality and _ perfor- 
mance as readily as they had 
matched price and service. Still 
another element was needed 

This new element, merchandis- 
ing know-how, was far less tangi- 
ble and measurable than dollars 
shaved off a carload price, rapid 
delivery or improved construction 

But, in Mr. Paepcke’s concept, 
the ability to elevate the carton 
from its prosaic role of prote 
tion, to the glamorous and protit 
able role of advertising medium 
and sales booster, offered an op- 
portunity to gain a distinctive cor- 
porate personality that no com- 
petitor could hope to duplu ite 

If Container Corporation could 
gain a reputation as the capitol 
of packaging design and researt 
if manufacturers could be induced 
to come voluntarily to Containe 
for counsel on their shippins 
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Ses, 
eT- 
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ets 
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Oor- 
had 
Still 
dis 
1gl- 
ars 
pid 
on 
ept, 
al BY INVITATION only is rule in CCA's pack- 
a age design department. Crane box serves 
te several items with family identification. 
it 
“um merchandising problems—obvi 
op- ous benefits would result: 
or |. Sales problems and sales costs 
ym- could be reduced 
2 rice competition could be 
uld come less of a sales factor 
tol 3. Par kaging business procured 
cl on the basis of Container-con 
ced ct d design and engineering 
ner M ld be less vulnerable to 
and petitive selling. 
+ ickaging created by Con- 
ta I could be sold on a more 
p! table basis. 
Des; its material sales and prof 
its benefits, Mr. Paepceke’s “design 
lor | ness” had its drawbacks. 
Obvi ly a salesman could not 
call « big carton user and say, 
“Your package is lousy. . . we 
know re about design and mer- 
chanc ng than you do, How 
abou tting us redesign it?” 
if, the other hand, a manu- 
factu could be induced, through 


Psych gy, to invite a Container 
tative in for “help,” the 
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decks would be cleared for demon- 
strating the sales effectiveness of 
a new Container design. 
Following the inductive reason 
ing outlined above, Mr. Paepcke 
decided to embark on a long term 
program to establish Container on 
a pinnacle of design, merchandis- 
ing and research competence that 
would insulate it from its highly 
competitive and prosaic field. 
Fully conscious that he could 
not achieve his objectives in even 
two or three years, and realizing 
that his policies would be ques- 
both without and 
started on an 


tioned from 
within, he 


trial face-lifting program that is 


indus 


still dynamic and growing. 
Because sound sales ps) chology 


prohibited braggart advertising or 


sales talk that claimed, “\We are 
experts in design,” Container’s ap- 
proach had to be more subtie. Con 
tainer first had to gain pre-emin- 
ence in design. Then it had to lead 
industry to accept its position. 

First job was to create a design 
organization. 

“Assembling a team of 20 or 
30 top designers was like building 
a stable of Mr 
Paepcke reminisces 

“You have to buy 10 plugs be- 


race horses,” 


fore you get a winner.” 

\s trainer for his “stable” Mr. 
Paepcke chose Egbert Jacobson, 
who had served as art director for 
N. W. Ayer & Son, Philadelphia ; 
|]. Walter Thompson Company, 
New York, and Lord & Thomas, 
Chicago, before establishing his 
own art studio in Chicago in 1929. 
During his free-lancing years Mr. 
Jacobson had served Container 


well: was a sure bet as guiding 


REDESIGN of Elec- 
tromotive parts pack- 
age affords ready 
location on shelves; 
adds product identi- 
fication to parts for 
half million doller 
diesel locomotives. 


hand in the design revolution. 

When Mr. Jacobson and his as- 
sistant, Katherine Chandler, start- 
ed Container’s Department of De 
sign in 1935 they received literally 
a free hand in a memorandum 
from Mr. Paep.ke that is now re 
garded by Container’s designers 
with a reverence approaching that 
due a Magna Carta. 

Mr. Jacobson Was told to take 
a year to study every facet of Con 
tainer’s contact with the public, 
with employes, suppliers and pros- 
pects—seeking every possible op 
portunity for applying good design 
to the His authority 
stemmed directly from the front 


business. 


office; no field production, ad- 
ministration, sales or purchasing 
was spared his scrutiny. 

Printed matter was first guinea 
pig for the re-design process, Let 
terheads, invoices, checks, press 
releases, order acknowledgments, 
calling cards and purchase orders 
all received a clean-cut functional 
modern sans- 


appearance with a 


serif typography predominating. 
More often than 
printed in a Container tan, sym 


not forms were 


bolic of the company’s principal 


product—brown board 


very printed piece was consid- 


paper 


ered as advertising matter, adding 
its psychological impact to Con 
tainer promotion. Purchase orders 
for example, would impress sales 
managers, themselves potential 
buying influences for Container’s 
products. 

Soon the designer’s hand was 
felt in plants and offices. Locker 
cafeterias, 


rooms, pressrooms 


mailrooms, reception lobbies and 


executive offices were geared to 
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Torkel Korling 


DESIGN STUDIO at 35th street plant in Chicago works out basic designs and color pat- 
terns for package panels. Design laboratory then tests mockups for visibility and for sales 
impact in mass displays, viewed by typical buyers, under selling conditions met in retail stores. 


the modern design theme—a re 
habilitation that is still progress 
ing at an increased rate in 1948 

Container tan and large sans 
serif block letters converted the 
company’s huge trucks and trail 
ers into traveling billboards. The 
same design gave family identity 
to the trucks of Pioneer Papert 
stock Company, the subsidiary 
that buys, sorts and resells the 
waste-paper that comprises the 
eT 


bulk of the raw material for pay 


board. (Pulp wood and straw pro 
vide the balance. ) 

he tan color of paperboard and 
cleancut modern type brought 
Containers annual reports into 
the design family. Container was 
one ot the first companies to liven 
its stockholder ma.lings with read 
able, informative copy and human 
interest photos by topnotch cam 
era artists. [he annual statements 
have been consistent winners in 
Financial World’s annual compe 
ns, and have carried Contain 
psychology to some 10, 


' 


(AK) Sto. kholders, mostly buving 


ntluences 
By May, 1937 Mr 
design program had gained suffi 


lent momentum for Mr. Paepke 


lace »ybs« yn’s 


to take a bold, pioneering step: 
consistent, large-scale advertising, 
Large scale, that is, for an indus- 
try that had been notorious) 
backward in its promotion. 

\t the suggestion ol N. W. \ver 
& Sons, the noted French poster 
artist, A. M. Cassandre, was com 
missioned to paint 12 black and 
white designs for Container’s ad 
vertising. Terse copy read “First 
in research, first in laboratory con 
trol, and first in the manufacture 
ot paperboard produc Osa 

I-qually concise ads telegraphed 
such copy themes as integration, 
diversification, versatility and 
concentration. For seven years a 
procession of such poster names 
as Herbert Bayer, Miguel Covar- 
rubias, Gyorgy Kepes, Leonard 
Lionni, Herbert Matter and Toni 
Zept told the peacetime and war- 
time story of the paperboard in- 
dustry and the largest paperbox 
producer in powerful graphics. 

By April, 1942 Container adver- 
ising, like its sponsor, had con 
verted to war. Herbert Bayer’s 
abstractions detailed paperboard’s 
functions in global logistics and 
relentlessly repeated the command 


oO “Save waste paper!” 












By late 1944 the fog of war 
cleared sufficiently to reveal! the 
vital role of paperboard boxes in 
shipping supplies around the 
world. Mr. Paepcke conceived a 
“United Nations” 
four color advertisements saluting 


campaign of 


the efforts of the allies and quictly 
establishing the international! im- 
portance of the prosaic container 
industry. When this campaign 
ended in the spring of 1946, 28 na- 
tive artists had contributed paint- 
ings pertinent to their own coun- 
tries. One painting, from Iceland, 
had disappeared in a cargo of troz- 
en fish and made three Atlantic 
crossings before it was found 
With reconversion, and concen- 


tration on peacetime product 
Container advertising returned to 
U. S. shores with a “48-states’ 
campaign that affords unlimited 
merchandising and publicity op 
portunities. Artists have free rein 
to express the personalities of their 
states in their own techniques 
Copy, such as that accompanying 
Industrial Marketing’s April 

er, states simply, “Oklahoma 

annual purchases, 31 billion, most 
ly packaged.” 

’ Orthodox admen rebel against 
“such flagrant waste of white 
space,” but framed four color r 
productions go (by request 


the offices of art patrons, indus- 
trial leaders, schools and univer 
sities, Statewide publicity hails 
Container’s recognition of local 


1 
| 


talent. And Container’s ads are 
seen, remembered, and associated 
with design and merchandising 

Formal recognition for Con- 
tainer’s art came in 1945 when 
Daniel Catton Rich, director of 
Chicago’s famous Art Institute, 


STANDARD for color specifications in more 
than 1000 industrial plants, printing plants 
and advertising agencies is this Color 
Harmony Index devised by CCA. Demount- 
able plastic chips aid direct color comparison. 
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SHOWMANSHIP in merchandising strikes visitor when he first steps 
onto Sth floor of First National Bank Building, Chicago, and enters 
Herbert Bayer's design 


Container Corporation's reception lobby. 


ited Mr. Paepceke to exhibit 89 
company’s paintings in the 
ne-company exhibit of com- 
al advertising art to appear 

major museum. Record 

ds have since visited the eX- 
on the road in Detroit, Mil 
ukee, Cincinnati, Philadelphia, 

score of other cities. 

pening ot a new Container art 
tion is the signal for literal 
lumns of newspaper publict- 
rt criticism, society com 
financial comment and edi 

s on the company’s unique 

sa patron of art and design 

um receptions for artists and 

] 


attracts local 


often than not indus- 


IsOors art pa 
more 


eaders. Such recognition and 


VIENNESE designer Maria Bergson, formerly 
functional office for 


of Container's 


colorful, 
charge 


created this 


vice-president in 
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central 


recent designs. 


publicity leads Chairman Walter 
Paepcke to consider his company 
not a patron, but a beneficiary of 
the arts. 

Does it work? Institutional ad 
vertising’s impact is hard to meas- 
ure, but Container’s management 
thinks that the sales curve and di 
speak for them- 
Container’s institutional 
advertising is seen, noted, associ- 


vidend record 


selves. 


ated and remembered 
less showmanlike pages are for 
gotten. It is the subject of violent 
disagreement, in advertising cir- 
cles, in Container’s own organiza 
tion, and at the directors’ table. 
When a dissenter suggests a more 
orthodox approach, such as that 
of another large corporation, Mr. 
a Fortune 


John 


secretary, 
V. Spachner, 
division. Each 


features tan color of paperboard. 
Cutout 
tegrated production. 


CCA 


long after 


Hedrich-Blessing Studio 

Suspended showcase displays 
(right) dramatizes Container's in- 
advertising art originals wall. 


model 
line 
Paepcke slyly asks the objector 
what the other corporation’s ad 
vertising said. Usually the discus 
sion is closed when the commen 
tator can cite chapter and verse ot 
Container’s copy, while remem 
bering nothing of the other cam- 
paign. 
When 
wrote a two-page criticism of the 
“48 states” campaign, Mr. Paepcke 


one agency chiettain 


gracefully reviewed objectives and 
results, then somewhat impishly 
mentioned that had 
just received a letter compliment 


Container 


ing their advertising from a multi 
million corporation whose adver 
tising account the agencyman had 
failed to land. 

(Continued on page 112) 


modular furniture unit is tailor-made to executive's daily routine. 
Similar taste in design is reflected in sales offices, plants, cafeterias. 
Even the men in overalls are pleasantly surrounded by color and design. 


Hedrich-Blessing Studio 





Product Names Need Clarity 


Name your new item 
To inform, not mystify, a prospective buyer 


By J. M. ADLE 


| Ppenerevnide \ NAME for a 
A machine, a product, an acces 
sory, a service or a device always 
presents a difhcult problem in nam- 
ing it right 

Of course, if vou are inclined to 
be haphazard about attaching a 
handle to a really worth while prod 
uct, just slap a model number on it 
and your troubles are over. But 
you can bet the man who buys the 
product is have plenty ot 
rouble im derstanding what you 


; 


ive Tor 
inted to buy 


Have you 
ode 248 


IxP Large: 
is name might 
ng froma road 

I ingled tilting pro 


Frankly 


namie 


ovements, 

might mean one thing 
to company employes. But 
he ordinary person who does not 
know your company, or your prod 
uct, also will not know about the 
Little (Gem Model 248 


or what it 1 r what it will do 


IxP Large 


How to Pick a Name 


\ buver knows what he 


and the name of the product he 


wants, 


wants! If he needs a kick press, he 
looks for a kick press. He knows 
laminated sheets, rotors, castings, 
drills, upsetting machines or any of 
a thousand and one items by name 
He does not know 


by a model number or bv a coined 


your products 


name such as Mizpah, \pex, Right- 


wav. [1 it or Trumatic 


40 


Che question is, “How would you 
name a product?” 

First, you should know in what 
classification equip- 


general your 


ment or product belongs. Assume it 
to be in a specific industry: ma- 


chinery, construction, woodwork 
ing, or anv similar broad classifica- 
tion. [his at least gives vou a start, 
does 


even if it seem pretty ele 


mentary. Suppose you build metal 
working equipment. It’s easy to 
put your product in the general ma 


chinery classification 


Pin It Down 
What Does It Do? 


Second, there are only two things 
the machine can do if it works metal 


it shapes by (tting, or it shapes 


bv flowin 

If your machine is used to drive 

cutter of any kind, where chips 
or scraps are removed, it becomes a 
machine tool. Metal removal may 
be accomplished by sawing, cutting, 
turning, chipping, honing, grinding, 
shearing. 

If your equipment is used to bend, 
stretch, form, shape, spin, roll, ex- 
trude, or otherwise produce a part 
where there is no chip or scrap, it 
becomes a shape flowing machine 
and must be so named in this gen- 
eral category. This classification in 
cludes steam and power hammers, 
forging machinery, bending rolls, 
wire drawing machinery, cold head- 
ing machines and certain types of 
presses. 

It should be recognized that the 
machines described are operated by 
power. Hand tools form a com- 
plete group of their own. 

\t this point, it is easy to de- 
termine the individual group into 
which your machine fits. Check the 
following list of shape cutting ma- 


CHIMES ° 


Drilling machines 
Turning machines 
Boring machines 
Planing machines 
Shaping machines 
Milling machines 
Sawing machines 
Nibbling machines 
lapping machines 
Presses—when used for blanking 
Hobbing machines 

Broaching machines 

Grinding machines 

Honing machines 

Lapping machines 
Superfinishing macl 

Buffing and polis! 

Thread cutting m: 


Pun hes al d shears 


Or, if vou manufacture a 
flowing machine, it is easy 
its name in the following list 


r Hot Metals 

Steam and power hammer 
Rolling mills 

Forging machiner) 
Piercing machin 
L'psetting machines 
Extrusion presses 
Stamping machinery 


’ } ] ] - 
Presses—when used f 


tor arawtl 
Cold Metals 
Bending rolls 
flanging machines and brakes 
Draw benches 
Wire drawing machines 
Cold finishing machinery 
Cold heading machines 
Stretching presses 
Spinning machines 
Thread rolling machines 


So far, everything has been easy, 


but now comes the rub. The } 
responsible for naming the m: 
wishing to cut a fancy figu 
some reason or other, tacks o1 
meaningless “matic”, “d 
“doptic”, “multi”, “uni”, 
“simpli”, and a raft of conti 
of company names fore 
Then not 
sonorous nomenclature, he p 


being satisfied 


to work in contractions of g 
machine names with some 
(Continued on Page 12 
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From Slide Rule To Typewriter 


Allis-Chalmers solves problem of preparing technical copy 
By giving engineers an internship in advertising 


By A. R. TOFTE sion equipment to the most comple: Obviously it is impossible to em- 


power generation turbines and ploy enough copywriters who col 
Moa Advertising and Sos ‘ . 1 , ° , a ‘6 ” , 
7 ; highly involved electronic devices. lectively “know” all these 
Pre epartment — , . ° 2 ar , x - : > 
; sang lo complicate the picture sti! ucts and their multitude of 
Me a es more, the 1,600 products are used in \nd yet, each month, we 
practically all major industries. quired to turn out scores of techni 
Some products are even used for cal pieces — elaborate sales 
T HNICAL copywriting, if it quite different purposes in different tines, instruction manuals, product 
be good, is always a tough industries. All this means that writ specifications, catalog inserts, mail 
ob ing descriptive material requires ing pieces, articles, news releases, 
seems to be true whether a not only product knowledge, but advertisements. ... And we have to 
nv has a single item to sell o1 application-in-the-industry know] do it without nurrors. 
has 1,000 different products. And edge as well. Our plan calls for using every 


1.600 can | 


thing especially when they are 
chock full of technical gimmicks. 


\\ technical copywriting is s 
dificult is easy to see. Thousands 
of industrial ad men with thousands 
of wrinkled brows each year turn 
out copy that technically stinks like 
bad eese and is just as full of 
holes 

The reason? 

lechnical men are notoriously in- 

te. And fluent writers are 
traditionally tongue-tied when 


face ith a kva. 


T nswer? 


I tate 


hnd n the plan we have adopted. 
All T can say is that it works with 


creas effectiveness for the past 


tw rs. 


at Allis-Chalmers. Not only do we 
make 1.600 different industrial pro- 


icts, but they are made by a score 
of d ent departments each a 
verit company in its own right, 
and e speaking its own particu- 
lar | of technical gobbledy- 


The products range from com- 
paratiy simple V-belt transmis- 


ENGINEERING AD MEN—A. R. Tofte, 
right, discusses @ national ad campaign with 
Allis-Chalmers engineer-writers. 


three of | 


d it’s been working with in 


ets start with the problem here 


be a tremendous lot ot 



































to promise that you'll 
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an think of. We have 
plan for training engineers to be 


device we 


writers. We have a program for 


training engineers to know what 


data we need for ad material and 


how to feed it to us in a steady 


stream. We even have a scheme for 


educating non-technical writers on 
how to recognize the difference be 


tween an ohm and a mho 


From Engineer to Writer 


How to train an engineer to be a 
writer? Frankly we don’t. That ts, 
not deliberately. But we do take 
advantage of our company’s rathet 
large-scale graduate training course. 
\llis-Chalmers hires 
the engi 


Kach year, 
graduates from most of 
colleges of the 


These men sign up for an 18-month 


neering country 


graduate training course. Most ot 


them have their eves set on a future 


in research, or design, or sales. But, 


every so otten (the percentage is 


about one in a hundred), one of 


these graduate engineers drops a 
hint that he worked on the college 


paper, or he has written an article 
or two, or in some other wav indi 
cates a yen for the pen. 


That's when we step up and put 


young man. He 


in a bid for the 


E 





spends a month or two with us. We 
give him a few writing jobs. We let 
him feel the joy of seeing his stuff 
in print. 

lf he writes well and shows inter- 
est, we assign a desk to him, put his 
name on the door, and let him use 
our department as his roosting place 
between course assignments. 

When his 18-month 
over, we know if he’s a good pros 
pect for advertising work. And he 
not it’s the career 


course is 


knows whether or 
he wants. An agreement is reached, 
and we have an engineering grad 
on our writing staff with wide ex- 
perience in the company, and we've 
had plenty of chance to try him out. 
You can hardly go wrong on a deal 


like that 


Ad-Liaison with Product 
Departments 


Now let’s go on to the second part 
( - plan — training engineers to 
feed ound data to us. 

Chis took a lot of doing, and re- 
quired the setting up of an elaborate 
ad liaison organization throughout 
all the In a 


company having only a few depart- 


product departments. 


ments, this probably would be un 
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econ? 








STEPS TO ENGINEERED ADVERTISING—First phase of this ad campaign is (top left) 


"“Quality-Benefit" 


analysis—a check of all information available on the Allis-Chalmers switch- 


gear. Then the analysis goes out with a questionnaire (top center) to sales engineers. From 
the initial study and the salesmen's reactions, the copywriter prepares rough copy (upper 


right) and layout (lower left). 
January in Electric Light & Power, 
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The final ad (lower right) is one that has appeared since 
Electrical West and Electrical World. 





Kut in a company, suc! 
large numb 


necessary. 
as ours, having 
departments, 
the capacities 
the ad staff almost fantastical] 
Each 


with the raw material of ads, hulle. 
He collects data, points 
out the meaning and significance of 
He keeps us 


informed of current trends in his 


tines, et al. 
engineering features 


department, 


well in advance when new develop- 
ments are due. He helps us persuade 
the big engineers in his department 
to turn out magazine articles. And 
he takes care of check- 
prevent teclhinical 


best of all, 
ing all copy to 
boners. 


Our ad liaison group is made y 
] 


of alert young men 
futures ahead of them in their de 
partments. None are writers, in the 


sense that our ad 
writers. 
to managership of his department 
\nother to assistant 

Because they are engineers, with 


managership 


little or no advertising or sales ex- 
perience, we started off the grow 
with a series of weekly informa- 


tional talks. Each talk 


different phase of advertising work 


Was On 


important their coopera 


Now, 


and how 


tion was. after nearly tw 





years as a 


men use the lingo of advertising 


with glib familiarity, and they are 
as proud as can be of ads and bulle- 
tins they help produce. 

With these ad liaison people furn 


ishing so much of the basic techn 


cal data, the digging duties of ow 


regular ad staff men are lessene 
by just that much, 


the fancy 


releasing thet! 


time for creative wor! 


that is supposed to flow out of 


departments. 
Product “Know-All” Studies 
Third part of the plan consists 0! 
training our own creative 
use technical data to best ad tag 
In some ways this is the rdest 
part of the plan. 
Whenever we can beg, 


or steal research assistance e se 
this added help to making duc 
studies. A young enginee! ined 
to us for a month or two, w e as- 
signed a product and told hnd 
out everything he can about ™ 
Everything! He lists on cai what 


(Continued on Page 
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this plan can extend 
and capabilities of 


department has a man ap- 
pointed on its staff to provide us 


usually letting us know 


with definite 


staff men are 
\lready one has advanced 





functioning group, the 


the development laboratory 


perimental 


We approached 


was designed: 
changes be required to meet each 
differ 





‘Cold’ Canvass Turns Up 


The advertising manager ventures into uncharted market territory; 
Reports on what you can expect to get from ‘cold’ demonstrations 


WV" \T ARE the sales possibili- 
ties of a “special” pre duct? In 


ur company, we had an item from 
which 
et a vital demand from a segment 
yf our normal market, but had very 
imited sales possibilities. In an ex- 


spirit, the advertising 


department set out in quest of un 


liscovered sales prospects users 


with new applications for the prod- 


uct whose demands might take the 
item off the waiting-for-orders shelf 
and put it into regular production. 


\Ve went about our search “cold.” 
manufacturers 


whom we'd never heard of, and who 
had never heard of us. 


[hey were way outside our usual 


market which is highly specialized 


within a single industrial field. 
[he results of our check was more 
han we expected, and the informa- 


tion gained is now influencing our 
sales policy. 


First, we took our product, an 
ectronic remote positioning unit 
at would require a minimum in 


vestment of around $650, and listed 
questions that 


would show just 


where the product stood. 


Adaptable to New Markets? 


Could this equipment be used in 
ther felds than that for which it 
Would design 


t industry requirement? 
Woul: the heavy housing, the ease 


of adjustment, the accuracy — all 
features which added to cost — be 


ssential to other industries? Was 
iere « market large enough to war- 
fant production runs and stocking 
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By T. M. LOWE 


Aavertising 
Askania Reaqulator Company 


Chicage 


Manager 


of the item or should it be treated 
as a special? All these questions 
had to be answered before a deci- 
sion could be reached as to the 
possible future of the product. The 
answers, we felt, would come from 
the prospective buyer and user. 
There is nothing new or novel in 
such an approach, but in our par- 
ticular case, we did attempt a slight 
variation from standard practice. 
First, a non-technical 
handled the survey job, even though 
our sales division felt the develop- 
ment of uses for our product re- 
quired a highly specialized engineer- 
ing background. Second, no present 
user of any of our products was in- 
cluded in the survey calls. Further, 
no plants having obvious applica- 
tions were included in the survey. 


man 


We were after new product appli- 
cations only. Third, in no way did 
the interviewer try to lead the con- 
versation, 


A “Cold” Call Sets the Stage 


Calls were set up “cold”; that 1s, 
an area was selected and all manu 
facturing plants regardless of type 
were contacted by phone. Talking 
to the plant switchboard operator, 
the conversation introduced speaker 
and company, then went this way: 
“We have a demonstrating unit of 
one of our products, a product 
about which we want to get some 
information. It is a control me- 
chanism which might be attached 
to some of the operating machines 
in your plant. At least we want to 
find out if such is the case. Whom 
should we talk to?” 

The switchboard operator con 
nected us with the man she thought 
might be interested. With only one 
exception, it was the chief operat- 
ing or chief design engineer, or the 
man within the plant who handled 
such duties. 

Then our story took this form: 
“This is Askania Regulator Com- 
pany. We design and manufacture 
controls used primarily by the steel 
industry. One of our new products, 
designed for their specific use, looks 
as if it might have applications in 
other fields. We have a demonstrat- 
ing unit and would like to show it 
to you and get your ideas as to 
whether it has any applications in 
your plant. If so, we would like to 
know what modifications in design 
might be necessary. 

(Continued on Page 138) 
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Using a Business Film Effectively 






A well-made film will do its work 
When shown under right conditions to the right audience 












By CARL DUESER sic, “The Great Train Robbery.” “Oh. show them some films.’ 





























\Vorse yet, projection equipment Now there's an investment worth 
PART THREE was not kept up; lenses were dirty, many thousands gathering dust on 
IRM A is a multi-million dollar needles on sound slide film repro- shelves. Part of it could be salvaged, 
industry with thousands of em- duction units were worn out and and the program revitalized and 
ploves in branches from coast-t were not replaced, projection lamps made of value. Management has 
coast. Some years prior to. the no longer provided maximum light now initiated action to accomplisl 
recent war, it embarked on an ex for image transmission, and the this. 
tensive film program—films to in room in which films were shown What should be done? 
doctrinate employes, films to train was adjacent to noisy work and \ film should be shown for a spe- 
in selling methods and films t street areas. There was no central cific purpose—either to the group 
simply explain work processes. Re library for films and records. Show or class of employes, dealers o1 
cently it wrote a temporary “Finis” ings frequently had to be postponed prospective users or purchasers for 
to the program. Why? while a memo went around asking whom it was intended—or to some 
Management simply forgot that “Who has it?” other group which should gain a 
a film program is like a sensitive Most damning, films were some- passing knowledge of the content 
machine. It requires regular inspec times used to kill time at alleged of the film. 
tions, repairs and modernization in training and indoctrination meet- An introduction, brief and to the 
the literal meanings of those words ings. point, is often of value. All pro- 
It requires some skilled manpower “What shall we do from 1 to jection equipment should be set and 
to produce maximum results. Let’s 1:30?” someone would ask. “We _ pretested. The lens should be care- 
get specif have that new batch of employes fully focussed. Films should be 
Firm A’s basic indoctrination film scheduled for an_ indoctrination threaded and the “leader” or blank 
was more than 10 years old. It meeting.” end of the film run through the 
depicted plants no longer in exist- The answer was all too often, projector to the opening title so 





ence. It did not show new units 





or methods currently in use. New 





POINT OF SALE—Continuous rear projection machine (left) is useful for showing heavy equip- 
employes regarded it much as they ment in use along with exhibits of machinery. Below, the projection machine is centered ino 
would a revival of that silent clas- retail sales aid. It has proved itself a customer-catcher in store and sales room displays. 
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here is no distraction when 

)jector is turned on. 

sound should be regulated 

ning a portion of the film be- 

the intended audience has 
entered the room. 

These suggestions may appear 
ntary. They are. But these 
elementary principles are all 
ten overlooked. 
ndreds of hours of planning 
ousands of dollars have gone 
his 15 to 30 minute presenta 
you are about to make. In 
language, you are about to 
your pitch.” It may be to 
trinate employes. It may be 
press indelibly upon an op- 

a certain desired method of 

tion. It may be to completely 

your product or service to as 


members of the audience as 


It is a crucial moment 
effort alone are not 

rh. Psychology must be ap- 
The moment must be drama 


hether the “‘theater” be a shop 
after hours, a public room of 
el or an office, you should ap- 
ximate the atm sphere of a 
mercial theater as closely as 
ssible. Have the room as com 
pletely dark as possible. Use a 
regular projection screen in orde1 
get the maximum brilliance of 
nage and effectiveness from yout 
Arrange the seating so that 
ay see the screen from as neat 

e direct front as possible. 
ere is a science to gearing the 
pe of projector, lens, screen, room 
size and audience size. This data 
is been compiled in two excellent 
lications of the Radiant Manu 
ring Corporation, 2627 W. 
evelt Rd., Chicago, and the 
2723 N. 


ky Rd., Chicago. Both com 


te Screen Co., Inc.. 


will send them on request 
hgures are applicable to all 
of screens and projectors. 
tar we have talked largely of 
chanical aspects of the use 
ness films. These tenets ap 
all showings. Let us now 
the business uses of busi 
ms. 
second of this series of 
“Producing a _ Business 
(IM, March) it was said 
purpose of a business film 
be limited to as few objec- 
s possible, with one major 
ve the preferable goal. If 
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THEATERS UNLIMITED—The war proved that almost any area may be used for showing 
films. Industry now uses production floors, garages, hotel public rooms and offices, as well as 
commercial theaters. The basic precepts of effective presentation remain the same anywhere. 


that has been done, it will be found 
that a number of secondary uses 
will exist. 


} 


Example: The management of a 
highly seasonal multi-plant produce 
packing business, employing a large 
percentage of seasonal workers, 
produced a color film with sound 
to indoctrinate employes and to im 
press them with the necessity for 
cooperation among the seven de- 
partments of each plant. In addi 
tion to achieving primary objectives, 
showings of the film: 
1) Resulted in numerous ac- 
ceptable money-saving sugges- 
tions trom employes, who for the 


first time were able to get an 


over-all picture of operations 

2) Supplanted personally con 
ducted tours for visiting delega 
tions. The tours had involved rail 
or motor trips of more than a 
day’s duration, the need for es 
corts from top management, and 
considerable expense. The film 
produced better results than the 
tours, and was_ considerably 
cheaper. 

3) Helped public relations. 
The film was shown in agricul- 
tural colleges as being typical of 
modern methods—and incidental- 
ly served as a personnel recruiting 
medium for the company. 


(Continued on Page 140) 


CRUCIAL MOMENT—Presentation of a film is the culmination of weeks of work. To get 
results, both mechanical and psychological planning are essential. The lens must be focussed, 
sound pre-regulated, room darkened and comfortable. An introductory talk may be valuable. 


liant Mfa. ( photo t Hedrich-Blessing 












INCE I launched, in 1921, what 

I believe was the first copy- 
fitting system published, there has 
appeared a host of charts, devices, 
and tables giving the “sets” of larger 
or smaller numbers of types. These 
include principally machine-set 
faces, with only a relative modicum 
of foundry types. Also, they all 
content themselves with giving the 
sets of the various sizes of the faces 
they cover; none ever attempts to 
group the faces according to the 
sets. And often it is pretty impor 
tant not only to know that say 10-pt. 
Garamond sets 2.86 characters to 
the pica, but also what other faces 
set the same width. 

The following compilation, there 
fore, is the first time the sets have 
been made available of such a large 
mass of foundry faces. But more 
especially it is the first time they 
ever have been so grouped that a 
selection could readily be made of 
all the faces that set identically. The 
following columns include all of the 
types cast in upper and lower case 
that appear in the current ATF 
specimen book and supplement, and 
also a number that last were shown 
in the earlier edition, but which are 
still in many printers’ cases 


Guidepost to Copy Fitting 


\ grouping of this kind is valu- 
able in tackling problems not easily 
solved by copy-fitting data in other 
forms, such as the sets of the vari- 
ous sizes of a given face. And these 
occasions are more numerous than 
is commonly supposed. Several of 
them are mentioned here to indicate 
their nature; others will become 
apparent as the simple solutions of 
these are grasped : 

1) A headline has been set in 
say 30-pt. Franklin Gothic, but 
a more stylish face is desired, like 
Lydian Bold. What size will fill 
the same measure’? 36 pt. (See 
group .O—.84) 

2) Layout shows headline in 

36-pt. Ultra Bodoni Extra Con- 
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By A. RAYMOND HOPPER 


G. M. Basford Company 
New York 


densed. For the sake of appear- 
ance or to save space vertically, 
a shorter letter may be preferred, 
while retaining the same width. 
Use 24-pt. Ultra Bodoni. (See 
group .80—.84) Note that count- 
ing characters is unnecessary. 

3) Copy has been specified for 
18 lines of 14-pt. Garamond Bold. 
Last-minute change requires cut- 
ting copy space in depth. 
Use 12-pt. New Caslon (See 
group 2.00—2.04) ; saving 2 pts. 


” 
I 


on 18 lines = 36 pt. 

4) First edition of a 24 pp. 
booklet was set in 12-pt. Bodoni. 
\ reprint is desired using two of 
the former text pages for illustra- 





The Art of Juggling Type Sizes 


lf you've ever faced the problem of 
resetting a headline or a copy block 
to fit a tight mearure, you'll appre- 
ciate this unusual table. In it Mr. 
Hopper has grouped all of the faces 
in the American Type Founder's cata- 
log. The faces are listed according 
to "set" or the number of characters 
per pica. From the table you can 
quickly select an alternate face to 
replace body or headline type in any 
layout. This feature should prove in- 
valuable to copywriters, copy fitters 
and layout artists. Reprints of “How 
to Select The Right Type,” together 
with Mr. Hopper's earlier “Orchestra- 
tion of Type," may be obtained for 
30 cents per set from the editor. 











tions. That cuts copy space 1/12, 
or 814%. Bodoni is known to 
set 2.3 characters per pica. Add 
(not subtract) 814% and get 2.5. 
Group 2.50—2.54 shows that 12- 
pt. Bodoni Book would do: so 
would the same size of Basker- 
ville or Garamond. 

5) Problem 4 can sometimes be 
solved also by using a smaller 
size type. But to save 1/12 of the 








How Can| Find What Type To Use’ 





space taken by a 12-pt. face would 
require an 1l-pt. Bodoni is not 
made in this size, and group 2.30 

2.34 shows there is no suitable 
10-pt. substitute. 

If the first edition had been 
printed in 12-pt. Caslon Oldstyle 
No. 471, the second could be set 
line-for-line in 10-pt. Century 
Expanded, Century Schoolbook, 
or New Caslon, and leaded 
(See group 2.35—2.39). 

Now, the exact set of 12-pt 
fodoni is 2.31; that of 10 
New Caslon is 2.37. The dif- 
ference is only 0.06 characters 
per pica. Assuming for con- 
venience a 20-pica column, this 
difference will amount to onl) 
12 characters per line; not 
enough to throw the computation 
out materially, since it usually 
will be lost in the short lines end- 
ing the paragraphs. 

Therefore, when a suitable sul 
stitute type cannot be located in 
a given group, it will usually be 
possible to use the next group 
above or below it. 


6) You know that, in order to 
get your copy in a given space, 
it must go in a definite number 
of lines of 12-pt. solid or 10-pt 
leaded, 14 picas wide, with 34 
characters per line. What face 
can you use? 34 — 14 2.43 
See groups 2.40—2.44, and you 
will find five 10-pt. types and 


n 


three 12-pt., from which you cat 
select what best suits your pur- 
pose. An important value in this 
compilation is the inclusion ©! 
scripts, cursives, and texts. els 
of these have rarely if eve! 

supplied. It can be extremel) 
helpful to know that 36-p' Ly- 
dian Cursive will take up t 
same space as 30-pt. Lyd 
Lydian Bold, for example, or that 
36-pt. Brush can substitute fo 
the same size Kaufmann Bold. 
But in using such types, it ould 


be remembered that their co pita 


} 


ee! 
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usually are wider than normal, 
and due allowance must be made 
for them. 
In the following columns, to avoid 
an excessive number of divisions 
that only defeat our purpose, all 
ATF types whose sets vary by no 
more than 0.05 characters per pica 
are generally grouped together. This 
range usually amounts to a dif- 
ference of less than a character on 
lines most commonly used. 
The first seven groups each cover 
a range of 0.09 characters per pica 
since the selection is naturally 
more limited. But these small sizes 
will rarely be used in columns ex- 


ceeding 14 picas, in which the 
maximum variation could be only 
1% characters per line, and in 
actual practice much less. 

In each group, types are listed 
alphabetically under each size, 
starting with the smallest. Note 
especially that all faces of a family 
name are placed together regardless 
of modifying adjective; i.e., Heavy, 
New, and Recut Caslons are with 
the other Caslons, Ultra Bodoni is 
with the other Bodonis, etc. 

If one knows the set of a face 
for which he wants a substitute, 
the group including this set can 
quickly be found. Usually, how- 


ever, the set will not be known, and 
it might be thought difficult to know 
where in these groups the face can 
be found. But simply counting the 
number of characters in the line, 
and dividing it by the piea width, 
will give a close enough result for 
all practical purposes. For example, 
a 42-pica headline in Alternate 
Gothic No. 2 (never mind the point- 
size.) contains 56 characters. 56 —- 
42 = 1.34. Turn to group 1.30— 
1.34 and you find not only that it 
was 30-pt. you had used, but all of 
the faces of whatever size from 
14-pt. to 36-pt. that will set the 
same. 


‘Set’ of Foundry Types In Characters Per Pica 


Copyright, 1948, by Advertising Publications, Inc. 


Foundry Types of All Sizes Having the Same “Set.” 
Figures above groups of type faces indicate the characters per 
pica. Within each group, faces are listed alphabetically and 


according to point size. All types of similar family names are 
listed together, regardless of the modifying adjectives; for 
example, all Caslons, Bodonis, etc., are grouped. 


4.90—4.99 3.90—3.94 8 Bernhard Gothic Medium ; 3.30-——3.34 
Century Expanded Italic 6-pt. Bodoni Bold Italic 8 Bernhard Modern Italic 6-pt. Caslon Bold Italic 
: Century Expanded Itali f No. 4 Lightline Gothic 8 Caslon Openface ¢ Cooper Black Italic 
Baskerville Roman 6 Piranesi Bold g Cloister Lightface 8 Announcement Roman 
Gothic Condensed No. 529 g Caslon Oldstyle No. 471 8 Cloister Black S Caslon Italic No. 540 
Newport 10 Raleigh Cursive 8 Garamond Italic 5 Foon. : 
4.70—4.79 3.85—3.89 8 Paramount 8 *reehanc , 
Caslon Italic No. 540 6-pt. Century Oldstyle Italic 8 Spartan Medium 12 Cheltenham Bold Ex. Cond 
Cloister Italic é Century Catalogue 8 Spartan Medium Italic 12 Piranesi Italic 
Cheltenham Bold Ex. Cond - Cheltenham Medium Italic 8 Wedding Text 3.25—3.29 
News Gothic Extra Cond 6 Freehand 10 Alternate Gothic No. 1 6-pt. Caslon Bold 
4.60—4.69 ( Gothic Condensed No. 523 10 Piranesi Italic ( Century Schoolbook Bold 
Bodoni Book Italic g Cloister Lightface Italic 12 Civilite 6 Spartan Black ‘ 
No. 3 Lightline Gothi 12 Liberty 6 Spartan Black Italic 
Alternate Gothic No. 1 ; : 3.80—3.84 12 Typo Upright 6 Stymie Bold 
4.50-—4.59 5-pt. Franklin Gothic 14 News Gothic Extra Cond 8 Bernhard Gothic Med. Ital. 
Century Bold Condensed 6 Announcement Roman 3.55—3.59 & Bernhard Gothic Heavy 
Cheltenham Bold Condensed c Bodoni Bold 6-pt. Century Schoolbook Oldstyle 8 Century Catalogue 
8 Piranesi Italic New Caslon 6 Cheltenham Bold 8 Engravers Old English 
4.40—4.49 > Recut Caslon _ 6 Stymie Light Italic 8 Garamond 
Franklin Gothic ( Cheltenham Medium 8 ternhard Gothic Light 8 Garamond Bold Italic 
Bernhard Gothic Light Italic c Cloister Bold 10 Newport 8 Goudy Catalogue Italic 
Bodoni Book , Cooper 3.50—3.54 x Nicolas Cochin d 
Caslon N« 540 ( Garamond . , 6-pt. Bookman Oldstvle 12 Alternate Gothic No # 
Cheltenham Oldstyl 6 Garamond Bold Italic 6 Bookman Oldstyle Italic 12 Bernhard Gothic Med. Cond 
- ister Lightface Italic » ae “ee _ Ital ty Garamond Bold 14 we 
Nella Robbia 6 Spartan Medium alic é Scotch Roman 14 Typo Upright 
Wedding Text 6 Spartan Heavy = 6 Scotch Roman Italic 3.20-—3.24 
thic Condensed N 3 Caslon Oldstyle Ital Ni 40 8 Bernhard Modern Roman 6-pt. Heavy Caslon 
4.30—4.39 & Cheltenham Bold Cond. Q Cloister Oldstvle 6 Stywmie Bold Italic 
Bernhard Gothic Light S Piranesi_ f g Franklin Gothic Fxtra Cond g Announcement Italic 
Cheltenham Italic 10 Gothic Condensed No . 8 Goudy Italic g Cheltenham Medium Italic 
Cloister Lightface 3.75—3.79 x Goudy Cursive 10 Rivoli Italic 
a italse 6-pt. Ann uncement Ital 10 Typo Roman Parisian 
soudy Cursive Cheltenham Wide 3.45—3.49 _ . 3158.19 
oTamount , 6 Engravers Old English 6-pt. Hollywood 8-pt. }ookman Oldstyle 
og _— Italic _ ‘ 6 Spartan Medium ¢ Stymie Medium : Bulmer ee 
ws Gothic Extra Cond 8 Cheltenham Oldstyle ( Stymie Medium Italic 6 Recut Caslon 
4.20—4.29 s Piranesi Bold Italic 8 Caslon Bold Condensed S Cheltenham M« dium 
nate Gothic No 3.70-—3.74 e ow Casion Italic : Q Cheltenham Wide 
ni ard Gothic Medium §-pt. Franklin Gothic Italic Q Cooper 8 Cloister Bold 
ont 4 . 5 Century Expanded Italie 8 Gothic Condensed No 5 Goudy Oldstyle 
n ¢ ldsty le Ital. No 6 Bulmer Roman 12 Gothic Condensed N« 8 Stymi¢ Light . . 
Oldstyle 6 Century Catalozue Itali: 3.40—3.44 10 A ternate Gothic No 
= _ ° en eee d Itali 6-pt. Franklin Gothic Condensed 10 et ‘Ohistrie No ; 
e15s—4.19 $ ee ee Bulmer Ttalic 10 Gaston Oldstyle Teal. No. 472 
t iry | xpanded 4 Stymie Light ; |e ate ltali 1 Caslon Italic No 
atury Expanded Itali 8 Bernhard Gothic Light Italic ._ a 0 Garamond Itali 
nhard G thic Med. It 8 | Text : Pa Shaw Text 
vay Ita ic P Cheltenham Bold Ex. Cond ee ‘ Typo R geegugen 
1 Oldstyle No. 4 3.35—3.39 | T'vpo Roman Shaded 
Bold Condensed 3.65—3.69 6-pt. Cheltenham Bold Ital 14 Canterbury 
w Caslon Italix 6-pt. Parsons ( News Gothic 3.10-3.14 
ister Black Alternate Gothic N 2 x Bernhard Modern Bold 6-pt. Century Oldstyle Bol 
ws Gothic Condensed é Baskerville Roman . Bernhard Modern Bold Ita Century Oldstyle Bold Italic 
rnate Gothic No Cheltenham Italic " Bodoni Book Franklin Gothic 
4.00 4.04 x Della Robbia . Bodoni Book Italic . ftodoni 
n Bold 8 News Gothic Condensed Caslon No. 540 g Bodoni Italic 
inklin Gothic Extra Cond 3.60—3.64 Century Oldstyle Ital Century Oldstyle 
idy Oldstvle 5'4-pt. Century Expanded Cloister Bold Italix Century Catalogue Italic 
idy Catalogue Italic 6 Century Oldstyle x Lightline Gothic Hollywood 
ister Bold Italic 6 Century Expanded Nicolas Cochin Italic Parsons 
3.95—3.99 6 Century Bold 3 Scotch Roman Ital . Scotch Roman 
mer Italic 6 Century Bold Ital 8 Spartan Heavy ] Cheltenham Oldstyle 
las Cochin Italic ( Century Schoolbook 8 Spartan Heavy Italic ] Scotch Roman Italic 
ntury Bold Condensed ( Century Schoolbook Italic 10 Cloister Lighttface Italic 12 Tower 
f 0 


ister Italic 
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3.09 _ \ | xt Typo Text 2.15 2.19 



































3.05- 
n Gotl Italic ; Alternate Gothic No. | 14 sernhard Fashion 10-pt. Caslon Bold 
Piranesi Italic 14 Cloister Oldstyle 10 Cooper Black Italic - 
x ‘ 2.70-—2.74 ; Rivoli Italic 10 Engravers Old Englis! ld ‘ 
w Caslor Caslon Bold g Gothic Condensed No. 529 10 Stymie Medium Italic 9 
ly Cat 8 Caslon Bold Itali ~ Grayda (with narrow caps) 10 Stymie Bold Italic 
| fa Cooper Black Itali 18 Parisiar ] todoni Bold Italic @ 
br Gothic No. 54 2.40—2.44 Jookman Oldstyle 
A (,ot ‘ ler | Century Expanded Ital , “tf 12 Caslon No. 54¢( - 
: - t. Century Oldstyle : ‘ 4 
ird Fa t Bookman Oldsty : Contucy Meld ? Recut Caslon , 
ter Ita Cloister Bold Century Schoolbook Itali Cer tury Expanded It 
3.00 3.04 ( per Goudy Bold Franklin Gothic Con 
1 > hh} rout DUC . >) ' 
ool AEF nella Resse :' Goudy Handtooled Goudy Bold Ital 
t im B Gou Catalogu Ita ; Caslon Openfac Goudy Catalogue 
Bold Ita No Stymie Light : comme 14 Baskerville Romar 
tan Black Cloister Oldstyl Piranesi Bold ; Bernhard Gothic Me 
? y xr ] —" — 14 ? rr 7 ’ Tr 
: l l 4 klit G LE 1 Cor ‘ Alternate Gothic No. 2 Be nha d Modern Ita ; 
: — a sine nesi a Italy { Greeting Monotone ( fe enham Bold Cor | 
ui , Wedding Text \4 mes Bus © Ita j 
ao o | 2.65—2.69 Canterbury . ‘ ister Bold { 
af , t nt. Century Oldstyle Bold o Lydian Italic 
. ; det told Itali 2.35—2.39 14 Paramount 
Century Oldstyle Bold alte . , 
a t ( Ext oe pt Bookman Italic 12 Newport 
ntur xpanded - : 
ert Reonhard Gothic Heavy New cae led 1k Onvx 
ws Got | 1 Cond - - , ood Century xpandec ‘a - ; 
eg 2 oe Bernhard Mo Bold Contusy Schootbeck | xen toes 
kman Ita Bodoni Itali¢ , Century Schoolbook Oldstyk P a 
ne | iit New Caslon Italic 1 Cheltenham Bold s Ultra Bodon 
am B Ita —eaery <ecese Franklin Gothic Condensed nura Betons Bali 
Lightline Gotl - . G4 Caslon Bold Italic + 
kh Got ( et Gothic No +4 , 
‘ ‘ Lydian Stwmie Light Century Schoolbook B 4 
As oe told fesse Y= ternhard Gothic 1 
Light Ita Lycian Bo id Bernhard Gothic Heavy mhara — Ex. H 
Mod Ita ranesi Bi 4 | ht Ital Bernhard Modern Bold Ital Ultr n R os 
fernhard Cothn ight ult } 1 -N 471 tra Bodoni xtra g 
tenhar Italic . ‘: ; a Casion Oldstyle NO fi eon < ; a ” 
enham Rold ¢ | erns rd Gothi Med. Cond ! Caslon Italic No. 540 te — Moog aot Ita 8 
» Monntns Cheltenham Oldstvle Engravers Old English 12 nelten lam lolx . 
oa hin It Wedding Text : Hollywood Goudy Bold g 
. ref . 12 mie rht g 
gh Cursiv 2.60—2.64 Lightline Gothic + sty! Ze A, Licht 
2.90-—2.94 t. Cheltenham Bold Extended 14 Century Bold Condensed fe cae tone ee ~- 
. * F } 1} 1 1d . at > } , ; ternhard Gothic Med. | ri 
\ ‘ oe irw Sx oO *k Rol | ( ister Bold Italic Rernhard Modern Ror 
1 Bold It I klin Gothi ; News Gothic Condensed . —< - ee 
fed Franklin Gothic Ital Pirat Casion Oldstyle No. 4 
iry Expar ‘ —~ oligg ; ams : eee ie . — Gothic Condensed N 
oh A owl Q | tation ' Spartan Black Condensed Goudy Ital: 
ury Schoolbook Itali Century Catalogue Italic ' Spartan Black Cond. Italic + paesn aint 
‘ +] , : 1 4 (,oudy Cursive 
mene < oe Goudy Oldstwle i News Gothic Extra Cond 
hs k O . Licht I 14 Romany 
ra aa Bald 1 N Stymie ight Italic ; Phenix oA ; 
R By | Rernhard Gothi Mediun + Spartan Medium 
M Bernhard Modern Italic 2.30—2.34 14 Spartan Medium Ital 
eB R joni Book Ital Antique Shaded 18 Bernhard Gothic M« ( ! 
peas ten yr yar hag i he were Century Bold Italic R Cloister Italic 
nhard Gothic Med Bulmer Ital Spartan Black ' N Typo SI ade 
ire ' edium 4 . ‘ : " >} . “ ’pright 
nhar M rn Roman Cloister Bold Itali ' ar tan Black Italic ;, . ryt Uprig 
i Book Ita Nicolas ( hir socont 2.05—2.09 
+s Saasten Wine | , ol todoni Italic 10-pt. Br , Condensed 
‘ Rold ¢ 1] Sy » B ‘ I Century Oldstyle Italic ' Cent Old mr Rold 
k er irv Oldstwle , 
‘ , i Ita Se Rold ¢ ; ; Century Catalogue Century Oldstvle B 
ial Newport Century Catalogue Italic } Lite Cathie 
vay lt pat Cheltenham Medium Italic ‘ — Ext =< 
ap Civilite Cheltenham Wide “1 y amareenl, Sold = 
n Ita 2.55—2.59 Cooper Italic — 12 Century Schoolbook 
Mant} 1: Gothic Condensed No. 523 . me ; : 
, m4 ‘ Black : - 1 Century Schoolbook O e 
F te ae ] Goudy Oldstyle . , } , 
vent a ( ly Catalogue Italic I Cheltenham Bold Ita 
Gothic No Bodoni 1 oo Naat ccaalacamates 14 Alternate Gothic N 
ir . Century Oldstyle Italic Ro Suns 14 ternhard Modern B 
28 ? 89 Century | xpanded Italic Lomany 14 Rod ni 
iwa ( ndensed } Cheltenham Medium . > on h R hie. Italic 4 Bodoni Italic 
Mack Cheltenham Medium Italic ' Bulmer Italic , - 14 Cheltenham Italic 
Fy “hel Caslon Oldstyle Ital. No. 4 . 
ni Bold Cheltenham Wide 4 ; as h. PE yie =. oN . 14 Cloister Black 
14 ramond Rald ; reehanc v4 
ir Bold (;aramond Bok . ; T vm Text 
Bold Italic Spartan Heavy 14 Nic las ¢ or pe mg a Nicolas Cochin Italic 
Medium Itali. ! Spartan Heavy Ital ; Piranesi told Italic oa Rivoli 
mie Rold | Announcement Romar Rale gh Cursive 12 lowe > 
nhard Gothic Med. Italic Bernhard Gothic Light 2.25—2.29 2.00—2.04 
} , l ternhard othi ed ] 7) 7 
hard Modern Bold Ita J eee ee z..: . Italic 8-pt. Cheltenham Bold Extended 10-pt. Cooper Black 
m Opentace ( ihe lt ~~ al + ' I Heavy Caslon ! Franklin Gothic Ital 
nklin Goth Extra Cond > , — taln 10 Cheltenham Bold Italic 1 New Caslon 
saramond ; ~-g . 1 Invitation 12 Gravure 
un Me dium Goud. tali Stymie Light Italic l Invitation 
irtan Medium Itali p - , ( — Stymie Bold 1 Stymie Light Italic 
ravers Text : R> amoun tjernhard Modern Bold 1 Stymie Medium 
Ita ic : N — tie Thon Shaded Bodoni Open 12 Stymie Medium Italic 
. ndensed N / . 4 Sen 4 54 ur 1aded New Caslon Italic 14 Bodoni Open 
Ron ur : nt Ue th Cheltenham Medium 14 Caslon Bold Condensed 
Roman Shaded rhs . Ro , mit Ital l Garamond Bold 14 Engravers Old Englis} a 
2.80—2.84 9 R d »OGon ™ a ; l Goudy Handtooled 14 Garamond Bold 
Heavy Caslor R os " O Co rina ] Lydian Bold Italic 14 Lightline Gothix 
Gothic N 14 - ! , c 1 . 14 Announcement Roman 14 Lydian Bold Italic 
Stymie Bold Itali - Gos > Rol - ; ‘ Announcement Italic } Piranesi Bold 
Announcement Italic C — Cc ! tali ; Bernhard Gothic Light Italix 12 American Text 
Bodoni Book 4 pene ogee py : Bodoni Book 18 ternhard Fashior 
Caslon No + , . skerville R a. “7 ‘ Bodoni Book Italic 18 Bernhard Tango 
Gothic Condensed N 5; l Bodoni Book 14 Franklin Gothic Extra Cond 8 Engravers Text 
las Cochiy Garand 14 Garamond 18 Park Avenue 
- saramond , fc 18 rd 
partan Black Condensed , Kanfmann Rold ' Kaufmann Bold L Spartan Black Cond 
an Black Cor Ital - — my , Nicolas Cochin 18 Wedding Text 
Text 14 ( ee Ital, 18 Alternate Gothic No. 1 $ Civilite : 
y Bold Condensed 14 Park Aves . 18 Cheltenham Bold Ex. Cond 24 Gothic Condensed No 
umond Ital ‘ Shaw 7 ~~ 18 No. 2 Engravers Text ’ Liberty 
Gothie ¢ lensed -~ oh = . 18 Piranesi Italic News Gothic Extra ¢ 


eltenham Bold Ex. Cond 12 No. 2 Typo Roman 2.20—2.24 1.95—1.99 


rf Text 18 Typo Uprich pt. Invitation Shaded 10-pt. Litho Roman 
2.75—~2.79 2.45—2.49 l Stymie Medium 12 Heavy Caslon 
ate Got No &-pt. Invitation Shaded 12 Century Oldstyle 12 Century Bold Italic 
Romar ! Bodoni Bold u Lydian 12 Invitation Shaded 
told ¢ lensed Bodoni Bold Italic 1 Lydian Bold 12 Spartan Black 
ter Black News Gothix 1 News Gothic 12 Spartan Black Itali 
er Italic Stymie Medium Italix ! Scotch Roman 12 Stymie Bold 
gravers Old English Alternate Gothic No. 3 ] Spartan Heavy 12 Stymie Bold Italic 
(,aramond Bold Itali« ] Bernhard Modern Roman l Spartan Heavy Italic 14 Bernhard Gothic Heavy 
Kaufmann Bold Bulmer Roman 14 Brush 14 Bodoni Bold 
Lydian Bold Itali ? Cloister Rold 14 Bulmer Italic 14 Bodoni Bold Italic 
Parsons ? Cloister Black / Cheltenham Oldstyle 14 Caslon Italic No. 54 
Scotch Roman Della Robbia 14 Garamond Bold Italic 14 Caslon Openface 
Kaufmann Script 1 Garamond Rold Italix 14 Stymie Bold Condensed $ Century Catalogue Ita 
Nicolas Cochin Italix 1 Lydian Italic lf Garamond Italic $ Goudy Catalogue Ital: 
Park Avenue Spartan Medium 18 Typo Roman 14 Lydian 
Piranesi 1 Spartan Medium Italix 18 [ypo Roman Shaded 4 Lydian Bold 
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1.95—1.99 (Cont.) 
otch Roman 
Spartan Heavy 
Italic 








artan Heavy 
iramond Italic 
Nicolas Cochin 
ivoli Italic 
iyda (with narrow caps) 
Typo Roman 
\ 2 Typo Shaded 
henix 
1.90—1.94 
Itra Bodoni 
tra Bodoni Italic 
thic N 545 
kman Ital 
l Bold 
l Bold Italic 
nhard Modern Bold 
tra Bodoni Extra Cond 
New Caslon Italic 
ntury Oldstyle Italic 
et Catalogue 
heltenham Medium 
heltenham Medium Italic 
Ch W ide 


Goudy 


eltenham 

per Italic 
Robbia 
Oldstyle 


Della 


Parsons 


Garamond 
Garamond Bold Italic 


( 

Century Bold Condensed 
( 

{ 


Alternate Gothic No. :‘ 
‘aslon Oldstvle Ital. No. 471 


Oldstyle 


ndensed 


loister 

0thic C No. 523 
Kaufmann Script 

News Gothic Condensed 

Piranesi 


Spartan Black Condense: 


Canterbury 


( entury 


{ oper 


1.85—1.89 
Antique Shaded 
entury Oldstyle Bold 
entury Oldstyle Bold Itali 


Schoolbook 
Black Italic 
Franklin’ Gothic 
thic No. 544 
sjookman Oldstyle 
Recut Caslon 

oper 


Bulmer Italic 


Bold 


y an Cursive 
Piranesi Bold 
Shaded 
ypo Upright 
1.80-—1.84 
Broadway Condensed 
Engravers Old English 
Franklin Gothic Italic 
aslon No. 540 
Oldstvle 
ntury Expanded Italix 


ranklin Gothic 


Italic 


Bold 


told 


entury 


Condensed 





udy Bold Italic 
udy Catalogue 
ravure 

vitation 


News Gothix 
Announcement Roman 
rnhard Gothic Light Itali 
loni Book Italix 
ster Sold Italic 
Freehand 
Bold Condensed 
heltenham Bold Ex. Cor 
Nevynote 
Waldorf Text 
1.75—1.79 
heltenham Bold Extended 
thic No. 545 
ernhard Gothic Ex 
ntury Expanded 
entury Schoolbook Italic 
heltenham Bold 
udy Handtooled 
vitation Shaded 
otch Roman Italic 
tymie Light 
iramond Bold 
rnhard Modern Italic 
loni Book 
rush 
eltenham Oldstyle 
1eltenham Bold Condensed 
eltenham Bold Cond. Ital 
2 Nicolas Cochin Italic 
ternate Gothic No. 1 
yx 
iding Text 
1.70—1.74 
yper Black 
tho Roman 
ymie Black 
*kman Italic 
w Caslon 
tury Bold 
ntury Schoolbook 
Itenham Bold Italic 
idy Bold 
irtan Black 
artan Black Italic 
mie Light Italic 


Stymie 


Heavy 





DAD hHeaS 


HO RPK 


se te te 


ae bo 


w Be Be Be «Be «Be « 


x 


x 


, 
] 


& 


R 
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Alternate Gothic No. 3 
Announcement Italic 
Bernhard Gothic Light 
Bernhard Gothic Medium 
Bernhard Gothic Med. Ital. 
Bernhard Modern Roman 
Bulmer Roman 

Caslon Oldstyvle No. 471 
Cheltenham Italic 

Cloister Bold 
Garamond 
Garamond Bold 
Garamond Open 
Goudy Italic 
Goudy Cursive 
Kaufmann Bold 
Lydian Italic 
Paramount 
Romany 

Shaw Text 

No. 2 Engravers 
Piranesi Italic 
Raleigh Cursive 
Typo Roman 


[Typo Roman 


1.65—1.69 
Nubian 
Antique 
Stymie 
Bodoni 


Caslon 


Italic 


rext 


Shade 


Shaded 
Medium 

Italic 
Bold Condensed 


No. 2 Nicolas Cochin 
Italic 


News Gothic Extra Cond 


1.60—1.64 
Stymie Black Italic 
Heavy Caslon 
Century Bold Itali 
Gothic No. 544 
Stymie Medium 
Stymie Bold 
Stymie Bold Italic 
Bernhard Modern Bold Ital 


Bodoni 


Italic 


Ultra Bodoni Extra Cond. 
Century Catalogue Italic 
Engravers Old English 


Lightline Gothic 
Lydian Bold Italic 
Piranesi Bold 
Spartan Medium 
Spartan Medium Italic 
American Text 


Bernhard Gothic Med. Cond 
*arisian 
Park Avenue 
Rivoli 7. 
.55—1. 
Cheltenham Bold Extended 
Caslon Bold 
Caslon Beld Italic 
Century Oldstyle Bold 


Century Oldstyle Bold Ital. 
Century Schoolbook Bold 
Cooper Black Italic 
Engravers Old English Bold 
Century Schoolbook Italic 
Bernhard Gothic Heavy 
Bodoni Open 

Caslon Italic No. 540 
Caslon Openface 

Century Catalogue 
Cheltenham Medium 
Garamond Bold 


Goudy Catalogue Itali 
Lydian 
Lydian Bold 


Spartan Heavy Italic 
No. 2 Stymie Light 
Bernhard Fashion 
Gothic Condensed 
Rivoli Italic 
Spartan Black Cond. Ital 
No. 2 Waldorf Text 
Wedding Text 
Canterbury 
Grayda (with 
Typo Upright 


1.50—1.54 
Ultra Bodoni 
Ultra Bodoni Italic 
Broadway Condensed 
Franklin Gothic 
Litho Roman 
Century Schoolbook 
Saskerville Roman 
Bernhard Modern 
Bodoni Bold Italic 
New Caslon Italic 
Century Oldstyle Italic 
Cheltenham Medium Italic 
Cheltenham Wide 
Cooper 
Della Robbia 
Goudy Oldstyle 
Othello 
Parsons 
Spartan Heavy 


1948 


No. 523 


narrow 


caps) 


Bold 


x 


p+ 


+ 


DD te & 


x 


He 


See Ee *) 


No. 2 Stymie Light Italic 
Alternate Gothic No. 2 
Bernhard Tango 
Engravers Text 

Franklin Gothic Extra Cond 
Garamond Italic 
Greeting Monotone 

News Gothic Condensed 
Spartan Black Condensed 
Onyx 

[Typo Shaded 


1.45—1.49 
Franklin Gothi 
Gothic No. 545 
Bodoni Bold 


Caslon No. 540 


Recut Caslon 


Italic 


Cooper Ital 

Franklin Gothic Condensed 
Goudy Bold Italic 

Goudy Catalogue 

News Gothic 

No. 2 Stymie Medium 

No. 2 Stymie Bold 

Caslon Oldstyle Ital. No. 471 
Cloister Oldstyle 


Kaufmann Script 


Nicolas Cochin Italic 
Piranesi 
Piranesi Bold Italic 


Alternate Gothic No. 1 
Cheltenham Bold Ex 
Gothic Condensed No. 529 


Keynote 

Piranesi Italic 
1.40—1.44 

Ultra Bodoni 

Ultra Bodoni Italic 

Stymie Black 


Bernhard Gothic Ex. Heavy 


Century Oldstyle 
Century Expanded Itali 
Century Schoolbook Italic 
( 


*heltenham Bold 
Gravure 

Invitation 

Scotch Roman 

Stymie Light 

No. 2 Stymie Medium Italic 
No. 2 Stymie Bold Italic 
sulmer Italic 
Cheltenham Bold Cond 
Cloister Bold Italic 
Lydian Cursive 


Stymie Bold Condensed 
Raleigh Cursive 
Civilite 

1.35—1.39 
Antique Shaded 
Cooper Black 
Stymie Black Italic 


Schoolbook Bold 
Oldstyle 
Expanded 

Bold 

School book 

Bold Italic 


Century 
Bookman 
Century 
Century 
Century 
Cheltenham 
Goudy Bold 
Goudy Handtooled 
Invitation Shaded 

Stymie Light Italic 

Stymie Medium 
Announcement Roman 
Announcement Italic 
Baskerville Roman 
Bernhard Gothic Light Ital. 
Bernhard Modern Italic 
Bodoni Book 

Bodoni Book Italic 

trush 
Cheltenham 
Cheltenham 
Freehand 
Garamond Bold Italic 
Goudy Italic 
Goudy Cursive 
Nicolas Cochin 
Paramount 
Shaw Text 
Spartan Medium 
Spartan Medium 
American Text 
Bernhard Gothic Med. Cond 
Cloister Italic 

Newport 

Rivoli 

Liberty 


1.30 


Oldstyle 


Bold Cond. Ital 


Italic 


1.34 


pt Cheltenham Bold Extended 


New Caslon 

Century Bold Italic 
Gothic No. 544 
Spartan Black 

Spartan Black Italic 
Stymie Medium Itali 
Alternate Gothic No. 3 
Bernhard Gothic Medium 
sulmer Roman 

Caslon Bold Condensed 
Cheltenham Italic 
Cloister Bold 

Cloister Black 
Garamond 

Garamond Open 


a0 


pt 


Kaufmann Bold 
Lydian Italic 
Romany 
Alternate 
Bernhard 
Parisian 


Gothic No. 2 


Fashion 


Rivoli Italic 
Wedding Text 
Gothic Condensed No. 529 


Grayda (with narrow caps) 
Onyx 
[Typo Upright 


1.25—1.29 
Heavy Caslon 
Engravers Old English Bold 
Gothic No. 545 
Stymie Bold 
Stymie Bold Italic 
Bernhard Gothic Light 
Bernhard Gothic Med. Ital. 
Bernhard Modern Roman 
Bodoni 
Bodoni Italic 


Caslon Oldstyle 
Lightline Gothic 


Othello 

rypo Text 

Franklin Gothic Extra Cond. 
Garamond Italic 

Keynote 

News Gothic Condensed 


Park Avenue 
1.20—1.24 
Condensed 


1 
1 


Broadway 

Caslon Bok 

Caslon Bold Italic 

Century Oldstyle Bold 
Century Oldstyle Bold Ital. 
Century Schoolbook Bold 
Franklin Gothic 

Franklin Gothic Italic 
Bernhard Modern Bold Ital. 


Bodoni Open 


Ultra Bodoni Extra Cond 
Caslon Openface 
Century Catalogue 


Medium 
Medium 
Wide 


Cheltenham 
Cheltenham 
Cheltenham 
Cooper Italic 
Engravers Old 
Garamond Bold 
Goudy Oldstyle 
Goudy Catalogue Italic 


Italic 


English 


Lydian Bold Italic 
Piranesi Bold 
Spartan Heavy 
Spartan Heavy Italix 
Cloister Oldstyle 


Kaufmann Script 
Piranesi 


Piranesi Bold Italic 
Shaw Text 
Spartan Black Cond. Ital. 
Stymie Bold Condensed 
Piranesi Italic 
1.15—1.19 
Nubian 
Cooper Black Italic 


Litho Roman 

ternhard Gothic Heavy 
Bernhard Modern Bold 
Bodoni Bold 

todoni Bold Italic 

New Caslon Italic 

Century Oldstyle 

Century Oldstyle Italic 
Franklin Gothic Condensed 
Goudy Bold Italic 
Goudy Catalogue 
Gravure 

Lydian 

Lydian Bold 

News Gothic 

Parsons 

Bernhard Gothic Light 
Bernhard Modern Italic 
Bulmer Italic 
Caslon Oldstyle Ital 
Cheltenham Oldstyle 
Cheltenham Bold Condensed 
Cloister Bold Italic 

Lydian Cursive 

Paramount 

Spartan Black Condensed 


Ital. 


No. 471 


Alternate Gothic No. 1 

Cloister Italic 

Nicolas Cochin Italic 

Raleigh Cursive 
1.10—1.14 

Antique Shaded 

Ultra Bodoni 

Ultra Bodoni Italic 

Stymie Black 

Stymie Black Italic 


Caslon Italic No. 540 
Recut Caslon 

Century Expanded Italic 
Century Schoolbook Italic 
Cheltenham Bold 

Cooper 
Gothic No. 54 
Gothic No. 54 
Goudy Bold 
Goudy Handtooled 
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see eee eee ED 


1,10—1.14, Contd. 


Invitation 

Scotch Roman 

Stymie Light 

Alternate Gothic No. 3 
Bodoni Book 

Bodoni Book Italic 
Brush 

Cheltenham Italic 
Cheltenham Bold Cond. Ital 
Cloister Black 
Freehand 

Garamond Bold Italic 
Goudy Italic 

Goudy Cursive 
Kaufmann Bold 
Romany 

American Text 
Bernhard Gothic Med. Cond 
Newport 

News Gothic Condensed 
Parisian 

Park Avenue 

Rivoli 

Tower 


Wedding Text 


1.05—1.09 


Cheltenham Bold Extended 
Cooper Black 

Bernhard Gothic Ex. Heavy 
Century Expanded 
Century Bold 

Century Schoolbook 
Cheltenham Bold Italic 
Spartan Black 

Spartan Black Italic 
Stymie Light Italic 

Stymie Medium 

Invitation Shaded 


Engravers Old English 
Goudy Oldstyle 

Goudy Catalogue Italic 
Piranesi Bold 

Spartan Medium 
Bulmer Italic 

Cloister Oldstyle 
Franklin Gothic Ex. Cond 
Kaufmann Script 
Nicolas Cochin 
Piranesi 

Piranesi Bold Italic 
Shaw Text 

Stymie Bold Condensed 


95—.99 
Nubian 
Broadway Condensed 
( aslon Bold 
Caslon Bold Italic 
Century Oldstyle Bold 
Century Oldstyle Bold Italic 
Century Schoolbook Bold 
Engravers Old English Bold 
Franklin Gothic 
Franklin Gothic Italic 
Bernhard Gothic Heavy 
Bernhard Modern Bold 
todoni Bold 
Bodoni Bold Itali« 
Recut Caslon 
New Caslon Italic 
Caslon Openfac e 
Century Oldstyle 
Century Oldstyle Italic 
Cheltenham Bold 
Franklin Gothic Condensed 
Garamond Bold 
Goudy Bold Italic 
Goudy Catalogue 
Lydian 


Caslon Oldstyle Ital. No. 471 
Cheltenham Italic 


Cheltenham Bold Cond. Ital. 


Cloister Bold 

Garamond 

Garamond Bold Italic 
Garamond Open 

Goudy Italic 

Goudy Cursive 
Kaufmann Bold 

Othello 

Paramount 

Spartan Black Condensed 
Spartan Black Cond. Italic 
Typo Text 


.85—.89 


Antique Shaded 
Cooper Black Italic 
Stymie Black Italic 
Bernhard Gothic Ex. Heavy 
Bookman Oldstyle 
Caslon Italic No. 540 
New Caslon 

Century Expanded 
Century Bold 

Century Bold Italic 
Cheltenham Bold Italic 
Gothic No. 544 

Stymie Light Italic 
Stymie Medium 
Stymie Medium Italic 
Bernhard Modern Bold Ital 
Bodoni 

Bodoni Italic 

Caslon Bold Condensed 
Century Catalogue 
Cloister Black 

Goudy Catalegue Italic 
Lightline Gothic 
Lydian Italic 


Spartan Medium 
Spartan Medium Ital 
-75—.79 
Nubian 
Caslon Bold 
Caslon Bold Italic 
Franklin Gothic Itali 
Litho Roman 
Spartan Black 
Spartan Black Italic 
Stymie Black 
Stymie Black Italic 
Caslon Italic No. 54 
Recut Caslon 
Caslon Openface 
Century Oldstyle 
Century Schoolbook ltaiic 
Cheltenham Bold 
Cooper 
Goudy Bold 
Goudy Bold Italic 
Goudy Catalogue 
Lydian 
Parsons 
Stymie Light 
Stymie Medium 

f/f 


. Cooper Black Italic 


Baskerville Roman 
Bernhard Gothic Ex. Heavy 
New Caslon 

Century Expanded 
Century Expanded Italic 
Century Bold Italic 
Century Schoolbook 
Cheltenham Bold Itali 
Gothic No. 544 

Goudy Handtooled 
Scotch Roman 

Spartan Heavy 

Spartan Heavy Itali: 
Stymie Light Italic 


Bernhard Gothic Light Lydian Bold 36 Piranesi Bold : 
Bernhard Gothic Medium Lydian Bold Italic 36 Stymie Medium Italic 
Bernhard Gothic Med. Ital News Gothic .80—.84 —_ 
Bernhard Modern Roman Bernhard Gothic Light Ital 24-pt. Ultra Bodoni 
Bernhard Modern Bold Ital Bernhard Gothic Med. Ital ; 
Bulmer Roman f Bernhard Modern Italic 
Caslon Oldstyle No. 471 86 Bodoni Book 

Cloister Bold v6 Bodoni Book Italic 
Garamond 36 Bulmer Roman 

Garamond Open Cheltenham Oldstyle 
Lightline Gothic ; Cheltenham Bold Condensed 
Lydian Italic se Cloister Bold Italic 

Othello é Freehand 


Ultra Bodoni 

Ultra Bodoni Italic 3 Ultra Bodoni Italic 
Cheltenham Bold Extended Cheltenham Bold Extended 
Cooper Black Bookman Oldstyle 
Broadway Condensed Broadway Condensed 
Caslon No. 540 36 Caslon No. 540 
Heavy Caslon 36 Heavy Caslon 
Century Oldstyle Bold 6 Century Oldstyle Bold 
Century Oldstyle Bold Ital 3 Century Oldstyle Bold Italic 
Century Schoolbook Bold 36 Century Schoolbook Bold 
Spartan Medium Italic Lydian Cursive Engravers Old English Bold Enzravers Old English Bold 
Alternate Gothic No. 2 se Romany Franklin Gothic 36 Franklin Gothic 
ternhard Fashion 3 Gothic No. 545 36 Gothic No. 545 
Bernhard Tango 90—.94 Stymie Bold 36 Stymie Bold 
Century Bold Condensed Bookman Oldstyl« Stymie Bold Italic ( Stymie Bold Italic 
Garamond Italic Litho Roman Bernhard Gothic Heavy 60—.64 
Rivoli Italic , Stymie Black Bernhard Modern Bold ; 
; taskerville Roman 36 Bodoni Bold 3 Cooper Black 
Century Expanded Italix 36 Bodoni Bold Italic 36 Caslon Bold 
Caslon No. 540 30 Century Schoolbook Bodoni Ope Casien Bold Itali 
New Caslon sf Century Schoolbook Italic Ultra Bodoni Extra Cond. Fr anklin Gothic Ital 
Heavy Caslon 30 Cooper Caslon Oldstyle No. 471 I ithe Remen 
Century Bold Italic 0 Goudy Bold New Caslon Italic Spartan Black 
Stymie Medium Itali 30) Goudy Handtooled Century Oldstyle Italic = ; vere 

=e , “ 7 Spartan Black Ita 
Stymie Bold Gravure 36 Cheltenham Medium Gtwente Black 
Stymie Bold Italic Parcames } Cheltenham Medium Italic Sty <7 Bla k Italic 
Bodoni ; Scotch Roman Cheltenham Wide — 55 59 : 
Bodoni Italix Spartan Heavy Engravers Old English Ultra Bodoni 
Bodoni Open 0) Spartan Heavy Italic Franklin Gothic Condensed Ultr: Bodoni Itali« 
Ultra Bodoni Extra Cond ) Stymie Light Garamond Bold be ee Bold Ext 
Caslon Bold Condensed se Alternate Gothic No Goudy Oldstyle Cooner Black Italic 
Century Catalogue ; Bernhard Gothic Light Gravure i ‘ 
Cheltenham Medium Bernhard Gothic Medium C Lydian Bold 7 50—.54 
Cheltenham Medium Italic Bernhard Modern Roman f Lydian Bold Italic 0-pt. Nubian 
Cheltenham Wide ; Brush iT News Gothic 3 ¢ Cooper Black 


Plant Expansion to Go On 
In 1948, Then Drop, 
McGraw-Hill Reports 


C' INTINUE [) expansion of plant 
A 


and equipment facilities through 





Nubian 
1.00-——1.04 











a New York City hospital. H« 
years old. 

Mr. Hendricks had been wit! 
Thomas Publishing Company tor 
earnings, reserves, Or surplus, rather than 33 years and had been a vi 
than from banks or investment mar- dent for the past 20 years. His enti: 
kets. ness career was spent in the 
publishing field 

He entered business publishir 
assistant to his father, publisher 
Hendricks Commercial Register 
constructed a cross-section sample ‘oined the Thomas company, 


being made by all business. They 
said that they planned to raise most 
of their funds for expansion from 


Conducted jointly by McGraw- 
capital investment, was the prospect Hill’s Research Department and 


1948, followed by a sharp decline in 


outlined by the findings of a Mc Department of Economics, which 


Graw-Hill national survey in whicl 
r 


heads of businesses in 95 cities were from McGraw-Hill’s unpublished of the Thomas Register 


: : . ’ } - bawrre < hree-vo } 
interviewed files on manufacturers, the survey Vanufactu ~ .. iret — 
T , ; as annually e was advertis 
Che total expenditures planned by revealed also that businessmen in leased annually 
all business in 1948 is $14.9 billion, 


the report states, as against $16.1 


: . ager for the Register. 
general expect higher sales this year 


than were reached in 1947. 


A. E. DelGado Joins Vance 


A. E. DelGado has been appoint 
OLIVER GRAND HENDRICKS ap cacauer ak Sauk Pai 
Oliver Grand Hendricks, a director publication. Mr DelGado was 
1948, and are at present spending and vice-president of Thomas Publishing with McGraw-Hill as western 
about 40% of the total investment Company, New York, died March 19 at for Food Industries. 
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billion spent in 1947. Manufacturers 
expect 85% of their planned post- 
war expansion to be completed in 
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Press Releases That Get Into Print 


Here's an editor's viewpoint 
On what makes a good release 


By H. E. LINSLEY 


A ate Editor 
Machinist 


Ar ie) 


rk. 


I very editor receives bales of press 
releases describing new products an- 
nounced by manufacturers. The 
writers of those releases are concern- 
ed, naturally, with obtaining as much 
space as possible, but the editor, with 
only a limited amount of space at his 
disposal, faces the problem of getting 
as much news as possible into that 
space 

er reading, rewriting and di- 
gesting thousands of releases, I feel 
that the editor’s viewpoint is not suf- 
ficiently understood. If releases were 
properly prepared, the whole problem 
of getting them into print would be 
enormously simplified. 
there are some points which edi- 

uld like to see observed, par 

in the preparation of re- 

leases concerning new machines and 
new ducts. 

Be sure it is news. Don’t try to 
put one over by making a new re- 
fase on an old item. You may get 
away with it once, because the 
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editor can’t possibly remember 
every item he has published. But 
he will find out sooner or later, and 
from then on, he is going to regard 
all-your releases with suspicion. 

Unless the 
writer is thoroughly familiar with 
the subject he should have his ma- 
terial checked by a company engi- 
neer. Classic example is a release 
put out not so long ago, in which 
a milling machine was said to be 
capable of grinding off stock at a 
high rate of speed. Obviously, the 
writer knew nothing of the function 
of a milling machine, and had not 
taken the trouble to have his story 
checked by some one who did. The 
editor caught the mistake all right, 
but it should not have been there in 
the first place. All further releases 
from that same source were re- 
garded with a somewhat jaundiced 


Be sure it ts right. 


eve because it was felt that they 
would require extra careful check- 
ing. 

Watch your English. This may 
hurt, but it is a fact that some re- 
leases appear to have been written 
by a fourteen-year-old who never 
finished grade school. Garbled ideas, 
faulty punctuation, redundancy, in- 
correct spelling, and downright mis- 
use of words are all too common. 
The story may be there, but a busy 
editor facing a deadline can’t take 
the time to decipher it. 

Be brief. By all means tell the 
whole story, but don’t try to make 
a textbook out of it. Yours is not 
the only release the editor has to 
handle, and he simply can’t take the 
time to pick the essential informa- 
tion out of a four or five page 
catalog which gives every minute 
detail. If the reader is sufficiently 
interested, he will write you for the 
details. Don’t say, “All gears are 
made from a special alloy contain- 


ing 5% tungsten and 10% mo- 
lybdenum, and are heat treated to 
Rockwell 30 in special controlled 
atmosphere furnaces under the 
careful supervision of a staff of 
trained heat treating engineers.” If 
you must mention this point, simply 
say, “Gears are of heat treated alloy 
steel.” Give the bare facts. Cut out 
the adjectives. Above all, avoid 
comparison. You may believe that 
your product is better, lighter, pret- 
tier, or faster than any other, but 
the editor is not going to say so. 
He has to think of the other fellow, 
too. 

Be clear. Despite what has just 
been said about brevity, don’t over- 
do it. Neither the editor nor the 
subscriber is a mind reader, and he 
doesn’t want to have to guess 
whether you are talking about a 
lathe or a drillpress. Don’t use 
foreign words or little-known ex- 
Don’t try to be “cute” 
it may be misunderstood. 
Don’t 
assume that everybody knows who 
makes the “Whatsit’” machine- 
there are still people who don’t 
know who makes a Kodak. Give 
the full name and address of the 
manufacturer — Jones, New York, 
and display it 


pressions. 
or funny 


Give name and address. 


is not adequate- 
prominently at the top of the page. 
Not long ago, a small advertising 
agency was credited with being the 
manufacturer of a certain machine 
because the only name on the release 
was that of the agency, and there 
was nothing to show that it was an 
agency. 

Use double spacing. An editor 
needs some room to make his cor- 
rections and changes, and he can’t 
do it on single spaced copy. It’s a 
good idea also, to leave fairly wide 
margins. 


(Continued on page 146) 
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Judging Ad Copy Effectiveness 


lf the customer is right, 
The sales force was wrong 
In this unusual copy test 


By F. B. STUBINGER 
heen na Manager 
Butfalo Forge C 
Butto N.Y 
N' WW THAT industrial selling 
is working back to a buyer's 

market in many lines, the indus- 
trial advertising manager may be 
interested in a survey we made 
in 1944 to evaluate reader interest 
in various copy appeals. From the 
results of such a survey, many a pet 
theme can be knocked into a cocked 
hat, and sometimes an unsuspected 
strength will develop in an almost 
overlooked copy angle 

We decided to find out (1) what 
kind of 


representatives thought were best, 


advertisements our sales 
and (2) what kind our customers 
liked best. 

[his may not have been the most 
scientific type of survey, but after 
counting the votes we felt justified 
in making some changes in our ap 
proach. 

Ad Quiz Begins 

[o start our investigation, we 
had reprints made of six advertise 
ments with copy approach and 
factual, 
through straight engineering, to the 


appeal from the 


ranging 
imaginative. Sets of reprints were 
sent each of our sales representa 
tives with a letter asking them to 
(1) rate the advertisements one 
Ix, according to their prefer 
(2) make any suggestions they 


might have for improvement of 


\t the same time that the sales 
force was being quizzed, we picked 
it random a thousand names from 
our customer and prospect list, com 
posed of engineers and industrial 
management men in all parts of the 


country. 
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Our field sales representatives 
are graduate 


whom has had a year or more in 


engineers, each of 
our engineering department, plus a 


period in our testing laboratory, 
plus actual shop experience. Thus, 
thoroughly grounded in theory and 
practice, they make up a most prac- 
tical group for sales work. They 
are experts in the selection of equip- 
ment for the many jobs which air 
does, and are generally active in 
local engineering and industry ac- 
tivities. 


Sales Force Picks Favorites 


The sales representatives lived up 
making their 
choices promptly and gave us some 
ideas about copy which we were 
able to use in part. Their choice 
was different from that of the cus- 
tomers. It demonstrates clearly that 


to expectations by 


advertising copy should not be sub- 
ject to arbitrary editing by the engi- 
neer or the sales department. 

The customers really floored us. 
Despite the fact that our letter was 
sent during the busiest days of the 
war when practically all of these 
men were overworked, from the 
1,000 letters sent out we received 
359 replies. 

Comments on the various adver- 
tisements were not only interesting 

they were illuminating. Some 
men took time to write their own 
analysis of why the advertisement 
they chose appealed to them. Others 
pointed out obvious weaknesses in 
some of the copy, such as our lack 
of emphasis on “Quiet Operation’”’ 
(an omission which we have cor- 
rected) ; others were quite compli- 
mentary. 

Mention of the preferred busi- 
ness paper in the second question 
verified our choice of media in vari- 
ous fields. 


The third question, aski 
suggestions for catalog ir 
ment, was very satisfacto1 
swered; criticism when given, was 
although many said 
were quite su 


constructive, 
the catalogs table. 
(As a result of a number of sugges- 
tions, we have made certain changes 
in the preparation of data bulletins 
which have made them much more 
useful to customers. 

Now, the results of the vote. The 
choice of factory-trained, expe- 
rienced sales engineers compared to 
engineer-customers and prospective 
customers, are given below 


Choice of Choice of 
Customers Sales Reps. 


Design for Living.... Ist 4th 
Pound of Air 2nd Ist 
Increased Efficiency 3rd 5th 
More than Steel 4th 3rd 
Cat's Whiskers 5th 6th 
20,000 Ibs. of Steel 6th 2nd 


Eighty-one of the 359 customer 
votes were for “Design for Living.” 
The most remarkable upset came 
in the advertisement headlined 
“20,000 Ibs. of Steel.” The sales 
force picked this for second choice, 
the customers for last choice with 
only 28 votes. Dealing wit! 


engineering design features 

rotor for a power plant fan, the 
copy stressed the importance of ade- 
quate strength, etc., for this service. 
The customers were not imp 
They demon- 


me,r 


re ssed 


by this information. 
strated again that the cu 
wants to know what the eq 
will do for Aim. 


In cf ynclusion, remembe! 


¢ 


ent 


your customers are the bes! 
of your advertising. The) 
know the “rules” which gove! 
choice, but they do know w 
like to see and ot 
enough, they like what th 


read. 


say they like. 
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Which Ad Would Sell You? 


Rate these ads in order of effectiveness. 
Then read the article to check your verdict 


With the opinions of salesmen vs. customers. 


Rated No.! .... Rated No. 4 
 < aa No. 5 
No. 3 







++ for increasing 


“Man Power’ EFFICIENCY 
or “Process” EFFICIENCY 


wo FANS 


HAVE THE ANSWERS 








DID YOU EVER BUY A POUND OF AIR? 
These "Buffalo’’ Fans Each Deliver Over 
33,000 Tons of Air Every 24 Hours 

A 
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Catalogs As Sales Tools 


Makeup and reproduction ‘sell’ your catalog 


PART FOUR 


i MUND CATALOG planning 
" 


and building calls for more than 
just a casual interest in the catalog’s 
physical appearance. Too often, a 
“boy” is used where a “man” is 
needed, as is apparent from exam 
ination of many industrial catalogs 
Every conceivable size has been 
used. Letterpress vs. offset still 
evokes an almost endless discussion 
Varying paper weight, texture, 
color, etc., are utilized \nd there 
seems to be a continual clash be 
tween the personal likes and dis- 
likes of the sales manager, the ad- 
vertising manager, artists, printers 
and management 
Illustrations on this page show 
some of the variations in catalog 
styles. lhey are from large, me 
dium and small industrial advertis 
ers and cover a wide range of 


produ ts 


Letterpress or Offset 


What is the best method of repro 
duction? In “Printing Techniques,” 
W. D. Molitor emphasizes “that 
plus values (in printing) do exist 
for those who cooperate” with their 
printers. Frank discussions with 
printers and lithographers will re 
sult 1m many a dollar-saving idea 
and practical methods for improv- 
ing the physical appearance of your 
catalogs. This is particularly im 
portant for advertisers with small 
and limited budgets 

One large printing company 
states “‘the present controversy as 
to process of reproduction which is 
being conducted in many maga 
zines, gave us the idea of printing a 
part of a book from ‘offset’ and part 
from ‘letterpress’... we invite your 


opinion as to which way each page 
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By B. M. WALBERG 


Industrial Advertis 


KA + ~ (" 
ng and Marketing \ 


is done.” It takes a mighty good agents and technical men w 
man to tell how each page in the regular catalog users produce 
book has been reproduced. There- interesting data. 

fore, explore thoroughly the var In answer to the questio 
ious methods of reproduction. Ar- “Would it facilitate your operatior 
rive at your decision by taking into to have all catalogs in a uniforr 
consideration whether your catalog size?” a vigorous and decisive 95% 
should be letterpress or offset or a “ves” reaction calls for “prompt 
combination of both. and complete catalog size prae. 

ardization.” 

Ask for Uniform Size - are 7 
rhe question “If you pret 


Che size of a catalog affects not catalogs to be of a uniform size 





what size?” brought an 80% r 
sponse for 8% x 11, 13% tor 6x9 
and 7% for 9x 12. Thus “the ideal 


only the cost of actual reproduc- 
tion, but also postage, and more im- 
portant, its sales value. In Edward ~ ol a er 
Stern & Co’s study. “Preferences size for standardization is cleat 


- Hned ane ; > mitt 
in Industrial Literature” ( Report defined. 80% of the | 


No, 4), interviews with purchasing (Continued on Page 5 








r, A 6 
types of 
K .l|amazoo 
.§ binder 
4 above 
binding: 


BINDING—The bound book, left, is a sample of catalog binding most buyers pr 
per cent vote in the Edward Stern survey went to single bound volumes over othe 
binding. Second book, above, is leather bound to take hard wear. Third piece has 
binder punch, standard in automotive catalogs. Fourth sample will go into a loose 
previously provided by the company. Spiral bindings allow book to lie flat and are u 
in two catalogs, one with fabricoid cover and, right, with punched laminated stoc 
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Pratt & Whitney still takes the same path 
to reach executives of Westinghouse and 


other leading metalworking compantes 


George Westinghouse was only 27 in 1873, but already he 
had founded the Westinghouse Air Brake Co. and was well 


started on his fabulous career. And like so many metal- 





working leaders of his day, he read The Iron Age regularly. 


Today other Westinghouse executives read The Iron Age. 
Their positions range from top administrative officials right 


through the ranks of production managers, engineers, tech- 





nicians and purchasing personnel. 


In company after company, The Iron Age’s weekly audi- 


he sandaard by aki ence of 105,850 follows the same pattern— covering not 
— 4 


just One specialized group, but the whole team of men who 
all fine lallhe J aC fudged P é P 


are the key to selling the metalworking industry. 
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That’s one reason why companies supplying the metal- 


working industry buy more pages of advertising in The Iron 





Age than in any other magazine in the world. Today, as in 
1873, important industrial advertisers like Pratt & Whitney 


still choose it for heavy schedules. 


You reach the Who’s Who of metalworking 


Prous "The IRON AGE 


@ A Chilton @ Publication X80) 


America’s Greatest Metalworking Paper 


>... 


(10: EAST 42ad STREET . NEW YORK 17 . NEW YORK — 
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[ CONTINt ED FROM PAGE 54] 


Catalogs 


preter S'4 x 1] catalogs, 
total of 20% 


the two 


agents 
against a distributed 


between other sizes men- 
tioned.” 


While 


and 


odd 
the 


size catalogs the 


small just-too-large ones 


may get some immediate atten 


tion on their arrival, these out-size 


é atalogs are generally mispla¢ ed, 


lost or thrown away. This has been 
demonstrated time and again 
Your that 
your customers and prospects usu 
ally 
novel size catalog 

\nother for the 


8S’. x Il size catalog is the ability 


time 


salesman can tell vou 


have trouble in locating the 


excellent reason 
to use catalog pages as the basis for 


direct mail campaigns. It is a 
simple matter to convert such pages 
into multiple-page letters, broad 


sides, self-mailers, envelope enclo 
sures, and pieces for dealer distribu 
tion. Adopting the standard size 
permits you to tie the entire selling 
story together, and enables the ad 
vertiser to build a direct mail pro 
minimum of 


gram al a expense 


One or Many Catalogs? 


Shall loose-leaf or 


bound 


catalogs be 


Only the other day, the 


advertising manager of a large in 


dustrial, which issues well over a 


hundred individual product cata- 


logs a year, had to arrive at a de 


cision. Should the reprinted thou 
sand-page general catalog be bound 
in one volume (management's view 


point), or six individually bound 
volumes and boxed (the advertising 
manager's idea), or as a loose-leaf 
‘ salesmen’'s 

Che Edward 
previously refet 
red one thick bound cat 

the 34% 


eat h 


volume angle ) 


Stern & Co. survey 
red to indicated that 
OO pretet 
alog, wil remaining 
wanted several thin catalogs. 


devoted single line. The sum 


ma4©ry ta 


vary 
preter 
Seve ral sr 
ly issued 


rent: 


ones 


| 7 
Kept cul 


SIZE—The 8!/2 x I! size catalogs, like the Veelos piece, above, are preferred by 80%, of 
buyers, according to the Edward Stern & Co. survey. But the Brown and Sharpe pocket size 
catalog has had good reception for many years. Warner & Swasey's novelty piece comes just 
under standard size, unfolds to out-size pages, has flap for tacking to wall as instruction chart. 


Bear in mind that catalogs must 
lie flat when opened to any page. 
In fact, 92% 
considered this an important item, 


42°) felt it 


of those interviewed 


and was essential. 


that Kalamazoo 


binder catalogs require liberal “‘gut- 


Remembet . too, 


ter’ Excellent examples are 
the catalogs for the automotive field 
The Weatherhead Com 
pany, Cleveland. More than ample 


space, 
issued by 


gutter space has been allowed in 


these catalogs. Users, no doubt, 


this 
them to see everything on the page 


ht 


thank company for enabling 


in the inevitably crammed-tig 


Kalamazoo bindet 


Plastic and spiral-bound catalogs 
the 
However, the final 


are coming to fore more and 
more these days. 
decision as to the type of binding 
must rest on “whether the advant 
Such deci- 

the 


nvolved in each individual case. 


ige justifies the cost.” 


sions must be made on facts 


Catalog covers and paper stock 
cannot be a hit-or-miss proposition. 
Since the cover is the first part of 
that 
has an import 


your catalog customers and 
prospects see, it 
role in creating a favorable 
Choose wisely on cover stock, 
Make 
your choice from a real sample, not 
just small swatches b 
the usual cover and pape 


sample books. Ask your p! 


paper jobber for full shee 


sion. 
if you use separate covers 


the 


cover or paper stock you s« 


to printing. This is of ¢ 


portance. As an example 


company recently issued 


ae | x ‘ ‘ , > 
Che cover sto k we x vs 


not show its inability to 


; 


and scuthng. ( 


usage 


x 1] 


cover, in its full 8 
stantly loses color he 
cannot take the abuse it 
\ laminated cover might 
inated this difficulty. 
(Continued on Page 
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ANY RAILROAD, 


—and you'll find the Simmons-Boardman 
railway publications on the job . . . 


AME am) railroad you'd like to do business with; talk with some of its 
key men. You'll find that wxparalleled coverage in paid subscriptions 
among its top-ranking officers and department heads is yours through the 


four Simmons-Boardman railway publications! 


Wherever there's railroading, these four specialized business papers are 
regularly on the job—carefully read... studied... analyzed... filed ...and 
continuously referred to—all as part of the day’s work of the men on whom 
your salesmen must call—and sell. In many cases, these men are not easily 
reached by your salesmen, but, nevertheless, directly influence the purchases 


of your products. 


Your own salesmen can tell you that railway buying interest can be success- 
fully promoted through carefully conceived, well-executed and consistent 


advertising schedules in one or more of these authoritative journals. 


Want further proof ? Write our nearest office. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


105 W. Adams St., Chicago 3, Ill. Terminal Tower, Cleveland 13, Ohio 
530 W. 6th St., Los Angeles 14, Calif. Washington 4, D.C 1038 Henry Bidg., Seattle 1, Wash 
300 Montgomery St., San Francisco 4, Calif. 2909 Maple Ave., Dallas 4, Texas 
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TPYHREE YEARS AGO I thought 

that the public relations and ad 
vertising job being done by Amer 
ican industry was terrific. Today | 
think it stinks! 

The difference is that three years 
ago I was a practitioner of the in 
a former 
director, in fact, of the Eastern In 


dustrial advertising trade 


dustrial Advertisers. Today, on an 
enforced vacation for health rea- 
sons, I speak as a member of that 
formless body, the “public,” to 
whom advertising and public rela 
tions efforts are addressed. 

Copy and layout are wonderful ; 
art work and printing are superb; 
and the concepts of the campaigns 
are excellent. But millions of ad 
vertising dollars a year are being 
spent fruitlessly because the cam 
paigns don't go deep enough. They 
don’t follow through to the basic, 
final contact of the advertising com 


pany 's representative with the pub 
lie ! 


They Represent You 


It is a convenient temptation for 
the industrial manufacturer to think 
that his “relations” with the “pub 
lic” ends with a sale to a fabricator 
or distributor. But as a matter of 
hard fact, the high school kid in 
a gas station represents the large 
oil company to the car owner; the 
apphance store’s retail clerk repre- 
sents the electrical manufacturer to 
the customer; the elevator boy, the 
correspondence clerk, the driver of 
the emblem emblazoned truck, the 
telephone operator, the president 
and the office boy of every outlet of 
a manufacturer's products all rep- 
resent that manufacturer to the 
public. 
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Who Is The ‘Public?’ 


Former NIAA director reports on ‘public relations’ 
From the consumer side of the counter 





By EDWARD H. PEPLOW JR. 


\nd too many of those people still 
are operating on the war-born 
philosophy of a seller’s market. 
‘Take it or leave it, Bub! The pub- 
lic be damned!” 

The fault, dear Brutus, is not in 
your stars but in yourselves, as the 
advertising and public relations off 
cers of your companies! You seem 
to have forgotten that your respon- 
sibility is not limited to sitting in 
your offices and dreaming up fancy 
campaigns. Your primary responsi- 
bility is to engender, through any 
and every medium, public good will 
for your employer! 


The Public Protests 


I speak bluntly only after check- 
ing my Own opinions and observa- 
tions carefully against a fair cross 
section of my fellow members of 
“the public.” “The public be 
damned!” says the attitude of rep- 
resentatives of your companies. 
“We will be damned!” the public 
replies. “We'll be damned if we 
won't remember like elephants the 
incompetence, irresponsibility and, 
especially, the discourtesy of your 
representatives and take our busi 
ness elsewhere !” 

For instance, a friend of mine 
loudly avers that he has been in- 
sulted, rolled, clipped and shoved 
around by the service managers and 
parts clerks of the authorized deal- 
ers of one of the large automobile 
manufacturers so often that he is 
driving the last one of their cars 
he'll ever buy. 

He goes into a diatribe every time 
he sees one of their four color ads 
extolling their service. He regales 


everyone who will listen with the 


story of how he was charged $18 
for a $4.50 job in Tennessee, of the 
surly service managers who refused 
him service for jobs that would 
have taken ten minutes while he 
was traveling through New York 
and Illinois, of the totally incom- 
petent personnel of a shop in Okla- 
homa who left his car in worse 
shape than when he brought it in 


Watch Your Vocal Ads 


At least some of the advertising 
dollars of that company could be 
spent profitably on personnel educa- 
tion in an effort to obviate this ter- 
ribly damaging sort of talk! Most 
advertising men will agree that the 
best kind of advertising is the sort 
you can’t buy, word of mouth 
$y the same token, the most 
damage can be done not by com- 


praise. 


petition nor by inadequate budgets, 
but by disgruntled and vocal cus- 
tomers ! 

Or take the case of a distributor 


I interviewed the other day. He 
took on a new line, sat down with 
the district manager and w irked 
out a complete stock orde De- 
livery was promised from ware 
house stock in seven days. enty- 
one days later the distributor had 
so many disappointed customers 0m 
his neck that he cancelled t rder 
in disgust and took on anot line. 


Promises but No Performance 


Sure, deliveries are still | Bu 
public relations of that fac 
turer are worse! Why prom sé the 
distributor impossible deliveries: 
He makes promises he ¢ keep 

oniy 


and his customers are sore 


(Continued on page 
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Lhe Offeoers and Deneclows of 
THE NATIONAL INDUSTRIAL ADVERTISERS 
ASSOCIATION 


cnerle ¥0% 8 memter to comfiele fr the 
PUTMAN AWARD 


of 1948 


...an Unnual ward of $1,000 
pr the besl use of tndustual adver Sng 

and lhe best cdecumentation of such use...tn making 

more offective The selling of fireducts 


or sexurces fe tne wastey 


"... for the advancement of industrial advertising ... 
and industrial advertising men...” 


Your entry will make a definite contribution to the 
betterment of your profession . . . to the gaining of 
greater recognition from Top Management. 


Entries accepted up 
1948 


to April 30, 


Details on request 


PUTMAN PUBLISHING COMPANY 


Publishers of 
FOOD PROCESSING Preview CHEMICAL PROCESSING Preview 
737 North Michigan Avenue 
Chicago 11 


New York Cleveland Detroit Los Angeles Dallas Rochester 


tman Publishing Co. 





_——— — a ; 7 ~~? ee Ce ee ay ee ee 


is privileged to present this announcement through the courtesy of the National Industrial Advertisers Assn. 
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Salesmen Need Strong Support 
for Today's Buyers’ Market 


Today’s salesman are prosperity’s or- 
phans, according to Arnold Michelson of 
\inneapolis-Honeywell Regulator Com- 
pany. 

‘The cry for the return to old-fashion- 
ed selling is so much bunk,” Mr. Michel- 
son recently told the industrial and com- 
mercial gas section of the American Gas 
Association. “What we actually need is a 
renaissance, a movement for new-fashion- 
ed selling that carries force, persuasion 
and conviction. You can't sell today’s 
products with yesterday's arguments.” 

Miany a hard-boiled, desk-pounding 
sales executive will disagree with Mfr. 
Vlichelson’s dismissal of ‘‘old-fashioned”’ 
selling. But few can argue against the need 
for a new era of creative selling... selling 
that is based on thorough, intelligent ana- 
lysis of product, market and prospect... 
selling that gives facts, benefits and serv- 
Ce. 

Now is the zero hour to overhaul sell- 
ing machinery as relentlessly as war pro- 
duction lines were scrapped after V-] day. 

Salesmen need intensive training. Edu- 
cation that will breed conviction that their 
products are essential investments to 
prospects, education that will create over 
powering confidence in their ability to 
create orders on a firm basis. 

Above all salesmen need selling tools. 
Catalogs, sales manuals, price and perfor- 
mance data and visual aids must all be 
geared to serve the buyer, to conserve the 
productive time of the salesman. 

And advertising must be streamlined to 
carry its full share of the selling load... 
to ‘“‘mechanize” the sales operation just as 
new materials handling equipment and 
machine tools increase the productivity of 
plant workers. Advertising must be 
strongly competitive, must dramatize the 
peculiar advantages that set one com- 
pany'’s product and service off from the 


rest of the field. It must also be creative, 
contributing its share to the expansion of 
the total market. 

N ow is a good time to pause for a quick 
breath, to overhaul the entire selling 
mechanism, to make sure that our entire 
order-production system is ready for ac- 
tion. 


Informative, Helpful Advertising 
Your Answer to Inquiry Problem 


One of the curious phenomena of to- 
day's advertising is the relative pulling 
power of editorial publicity, compared to 
space advertising 

An editorial announcement of a new 
product or process will often outpull the 
same story in white space by ten to one, 
particularly if editorial inquires are stim- 
ulated by an easy reply coupon or post 
card, 

Unfortunately, a new offer is no longer 
news, once a reader has been informed of 
its existence. When news value is gone, 
hard-hitting advertising that tells a real 
sales story must carry the full load. 

To no small degree the amazing pull- 
ing power of editorial product publicity 
is due to confidence in the integrity of the 
business paper’s editors. 

Psychologically the editor is rendering 
a service to the reader; he is staking his 
franchise on reader confidence. The ad- 
vertiser, on the other hand, has something 
to sell, an axe to grind. 

Every advertiser has an obligation to 
make his own pages interesting, readable, 
informative, helpful, believable and 
productive. Every increase in the over- 
all effectiveness and integrity of indus- 
trial advertising pages will help step up 
the productivity of each individual com- 
pany’s advertising. 


Map Boauett— 
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CAPACITORS 
CASTINGS 
CERAMICS 

CHAIN DRIVES 
COILS 

CONDUIT & FITTINGS 
CONNECTORS 
CONTACTORS 
COPPER 

DIALS 
ELECTRICAL SHEETS 


HYDRAULIC CONTROLS 
INSULATORS 
LACQUERS & VARNISH 
LuGS 

MAGNET WIRE 
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MOTORS 

NAME PLATES 

NICKEL 

PLASTICS 

RECTIFIERS 

RELAYS 
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RESISTORS . 

- RUBBER & SYNTHETICS 
SCREW MACHINE PRODUCTS 
SILVER 

SOCKETS 

SPRINGS 

STAINLESS STEEL 
STAMPINGS 


STEEL (BARS, PIPE. PLATE. 
SHEETS, STRIP, TUBING) 


SWITCHES 

TAPE 

TERMINALS 

. TERMINAL BLOCKS 
TRANSFORMERS 
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AN AWARD WINNER IN THE NINTH ANNUAL 
ELECTRICAL MANUFACTURING PRODUCT DESIGN CONTEST 


1 


27eeee2@ ; 
, 4 @94@eee 


Interior Rear View ® 


The product designer’s specs 
set the editorial pattern... 


Check the specifications of this General Electric Inert-Arc Welder. They 
show you at a glance what the interests are of the men who engineer and- 
design such products. 

They'll give you a line also on the editorial contents of ELECTRICAL 
MANUFACTURING. All of the materials and components here listed were 
treated as special feature articles in ELECTRICAL MANUFACTURING. 

Obviously, not all these many subjects could be dealt with in any one 
issue. But over the months—over the years—each finds its recurrent niche 
in the editorial agenda. Similarly, articles are regularly published on 
all other subjects that bear directly on the problems of electrical product 
design and development. 

Every issue is a new chapter in this continuing program of reader 


cultivation. 





THE GAGE PUBLISHING COMPANY = Publishers to industry Since 1892 « 1250 Sixth Avenue, New York 20, N. Y. 
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By JOSEPH P. ALLISON 


A PLANT within a plant is a 
neat sales-service tool being 
employed successfully by F. J. 
Kirk Molding Company, Clinton, 
Mass. 
Che plant is a “short run shop,” 


| } 


reared 0 an ple lo size runs ol 


new plastics products, It plays an 
important role in Kirk’s sales and 


sale - pron oto0n program in addi 


tion to performing more tradi 
tional engineering and design 
functions 

Che short run shop is set up to 
make runs of 100 to 5,000 units 


with low-cost molds of the single 


injection tvpe. By merchandising 


such small lots to carefully select 
ed market ample Ss, developers of 
molded pI tics products can test 


sales potentials and design prt fet 
ences economically 

Field research men or sales per- 
sonnel can use prototype models 
of new plasti produc ts to answer 
questions of sales appt al. types of 
bility and 
The Kirk company 


provides merchandisers witli the 


buyers, dura design 


shortcomings 
short run service at a relatively 
low cost, thus providing a new 
business feeder for longer runs in 


the main plant 
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Sales Promotion Ideas 


Short Run Shops Cut Sales Costs 
For Massachusetts Plastics Molder 





lypical application of the short 
run technique was the develop- 
ment of plastic corner binders for 
a stationery box manufactured by 
the Springtield Photo Mount 
Company, Holyoke, Mass. Use of 
the binders was contigent upon 
their effect on sales of the box. 

lhe short run shop produced 
enough binders from a temporary 
soft steel mold to show the finish- 
ed product to buyers from chain 
and department stores. Cost of 
the mold and samples was less 
than $300, cheap insurance against 
a mistake in developing more ex- 
pensive molds for quantity pro- 
duction. 


® Mesker Window Campaign 
Uses Dealer Survey Reports 
“How to plan a Better Home with 
Metal Windows,” a 24-page booklet 


sold to the consumer reader for 50 


cents, and a dealer-building cam 


paign placed in business ‘magazines 


are outgrowths of a recent survey 


of building material dealers. 


Che booklet includes the subjects 
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ot “The four fundamentals of good 
construction,” the use of metal case- 
ments in residential architecture 
what to look for in building or buy 
ing a home, and the decorating of 
metal windows. A two-page spread 
is devoted to reproduction of deal- 
er’s letters in reply to the survey and 
is displayed under the head, “Build- 
ers Endorse Metal Casement Win- 


dow a 


GIVE ME AN EASYT-1TO-HANDLE 


METAL CASEMENT!” 


PACKAGED A] 













said 
3,995 
dealers 


HY THE 


Abmcrician Hem 
CASEMENT 


$ PACKAGED 





\dvertising directed to the deale 
features lines such as “ ‘Give me 4 
packaged metal casement, Sal 
3,995 dealers,” and “What 4,U 
dealers told a window manu iacture! 


. Te be ~a haced 
about windows.” These were bast 
on the more than 20% response Tr 


ceived from approximately 20,00 
questionnaires sent to building ma- 
terial dealers. 

Information received f1 these 
questionnaires was used actual 
design of the new window hich 1s 
the subject of the campaig (Ques- 
tions asked of dealers va! trom 


(Continue d on Page ) 
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DMLAR O1L INDUSTRY — 


1. GETTING OIL OUT OF THE GROUND 
2. TEARING IT APART 


For peak efficiency in selling 
these entirely different markets... 


SCOoAMLIC YOtt: 2M... 


.-. and place them in the media which 
concentrate on your market. 



























You sell your market without paying for waste circulation and are assured of 
higher readership because tailor-made editorial content fits the reader's needs. 


MARKET No.1.... PRODUCING 


WORLD OlL—monthly: (Est. 1916 as The Oil Weekly) . . . Edited 
specifically for the drilling-producing-pipe line man . . . ABC circulation 
highest in 31 year history . . . more exclusive producing subscribers than 

















any other oil paper . . . No waste refining circulation . . . Specialized 
editorial content insures consistent value to oil producing readers and 
increases effectiveness for advertisers to this exclusive market. 


THE COMPOSITE CATALOG: Recognized world-wide as the most effec- 
tive medium for putting oil country catalog data into hands of men who 
buy and specify equipment . . . Distributed to 98% of the buyers of oil 
field equipment . . . Over one and a half billion dollars of equipment 
will be bought from the 4416-page edition now being delivered. 







A emer WER 
MARKET No. 2.... REFINING REFINES 


















PETROLEUM REFINER—monthly: . . . Edited specifically for the oil 
, refining industry, including petro-chemical engineering, petroleum syn- 
) thetics, and natural gasoline . . . ABC circulation highest in history . . . 
more exclusive refining subscribers than any other oil paper . . . No waste 
drilling-production-pipe line circulation . . . Specialized editorial content 
insures consistent value to oil refining readers, and increases effectiveness 
ea for advertisers to this exclusive market. 
” THE REFINERY CATALOG: Recognized world-wide as the most effective 
on medium for putting refining equipment catalog data into the hands of 
ad men who buy and specify . . . Distributed to 99% of the buyers of refinery 
equipment, as specified by the oil refining companies themselves each 
1 year .. . It is in constant use by both buyer and seller as each knows 
“ that the other has the catalog handy. 
ese Write today for complete booklet 
ual “How to Sell the Specialized Oil Markets” 
| 18 , 
es- 
| e'U. 5. A. 
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Sales Promotion Ideas 


hose of a general type in whicl 


respondents were given freedom to 


make recom endations for funda 
mental cde ign tom re detailed quer 
ies about stor hing, type of con 


screening, and 


Business magazine copy 1s based 
upon individual 
sponse, WV hile the direct mail preces 


than 45,000 


points in the re 
being sent to more 
dealers give more detailed results 
and include some of the general 


res ommendations received. 


¢ TWA Uses Follow-up Item 
In 1948 Calendar Mailing 
Trans World Aijirlines followed 
up its original mailing of 1948 cal 
endars with a small desk calendar 


featuring the same snappy salute by 








in airline hostess used in the larger 
pier e. Designed to stand on the ex- 
ecutive’s desk, the pony-sized calen- 
dar is printed in both French and 
[-nglish to permit distribution over- 
seas 

[WA reports the smaller piece 


has had considerable success in 
gaining entrance to executive offices 
wall-type calendars 


where lat ger 


are Cx¢ luded. 


® Parker Pen Films 

Give Selling Tips 

Four slide films selected from the 
Parker Pen Company’s visual pro 
grams for training retail sales peo 
ple are being made available to de- 
partment stores and other Parker 
accounts on a “lend-lease”’ basis. 

The films provided include “How 
You Talk,” “Road Signs to Your 
Future,” dealing with the career in 
selling, “How to Sell the World’s 








































THIS DOALL CONTOUR SAWING MACHINE is housed in Plexiglas, an acrylic plastic, 


for exhibition purposes. 


The machine was 


shown at the Tool Engineers’ Industrial 


Exposition at Cleveland in March (Photo courtesy of Rohm and Haas Company.) 
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Most Wanted 


Manners Are Showing.” 


The project was_ start by 
Parker following requests re 
peat and original showings the 
films. The complete show h beer 
touring the country for more than 
six months. 

The package is “leased” on a one 
dollar per month basis for one year 
Parker requires the first showings 


be presented to pen departme nt per- 
sonnel and that all showings be con- 


fined to store employes. 


® Miehle Combines Sales. 
Education in New Film 
Miehle 


Printing 


sound motion picture for the dual 


purpose of helping printers plan fu 
ture installations and -of demon 
strating modern equipment. 

The modernization of an average 
plant 


printing typical of many 


plants throughout the country is the 
subject of the film with emphasis 
placed on the importance of long- 
range planning to meet individual 


plant requirements. 


The film, produced by Wilding 
Pictures, was placed with Modern 


Talking Pictures Service, which 


will handle exhibition details 


© Studebaker Dealers Use 
Personalized Mail Pieces 


Studebaker 


truck 


division, now producing eight times 


Corporation, 


the number of units it did during the 
attacking the 
problem of transition from a sellers 
through its 


pre-war years, is 
to a buyers’ market 
dealer organization. 

Three million four-color folders 
are being distributed to truck pros 
pects through the dealer organiza 
tion. Originally designed to meet 
the demand of a few dealers tor a 
direct mail piece promoting servi 
folders 
provided to all dealers. 


departments, the 


A choice of six different ders 
is available to the dealer, e per 
sonalized with a picture of t! e 


er’s premises, his address, 
gan. The dealer also is 2 
choice of sales message. 
Folded, the piece carries 
message on its face and a s 
on the back. A photograp! f 
dealer’s building and a second 
message is presented on 


(Continued on Page 72) 
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Pen,” and “Your 


Press & Mfg. 
Company has produced a full-color 
















Ti 
en 
co 


pr 


Th 




























een 
Ca 
ngs MASTER MECHANIC C. G. Herder, 
er. Kentucky Color & Chemical Co., Louisville, Ky. 
l fg. 
lor 
‘ual ' 
fu CHIEF ENGINEER John Herzog 
on- Son Francisco Brewing Co., San Francisco, Cal 
age 
in} 
the 
SIS 
ng- 
ual PLANT ENGINEER Frank L. Bradley, 
Forstmann Woolen Co., Passaic, N. J 

ing 
mn 
ich 

BUILDING SUPERINTENDENT Michae! Lennon, 
ck Hotel Roosevelt, New York, N,. Y 
1€S CHIEF POWER ENGINEER C_ J. Lloyd 
he Wyman-Gordon Co., Worcester, Mass. 
he 


Ce The Power Engineer is the one man responsible for the Generation. 
: Transmission and Application of the power services . . . steam, water, electricity, mechanical 
energy, compressed air, etc. He serves all industries. He serves institutions, public utilities, 
commercial establishments. His titles are many, but his function is always to handle power 
problems, which include specification, selection, operation and maintenance of all power equip- 


ment and supplies. 


The Power Marketplace for 66 years. 





A McGRAW-HILL PUBLICATION 
330 We 42nd St., New York, N. Y. 
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Qur service shop stays busy 


servicing busy trucks 
like yours 





CADDELL MOTOR COMPANY 


fold while in its expanded form the 


folder can be used as a window 
poster. 

Studebaker truck division execu- 
tives have reported the campaign 
has been very successful from the 
dealer point of view in increased 
service business. The factory ap- 
proach, that of providing the dealer 
with incentive to develop a prospect 
list, also met with success, accord- 
ing to company officials. 


® Special Match Books 
Promote NYC Freight 
350,000 of them 
all cardboard replicas of Pace- 
maker freight cars will help New 
York Central Railroad advertise its 
New York-Buffalo shipments and 
deliveries to other points on the car- 


Book matches 


rier’s line. 





Designed by the Diamond Match 
Company, the match containers re- 


produce in exact detail the coloring 
and lettering of the special Pace- 


maker cars. In each container are 


six books of matches which describe 
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the freight service. The matches 
will be distributed by the railroad’s 
freight traffic department to ship- 
pers and prospects in areas served 
by the New York Central. 


® Tie-In Is Feature of 
Monsanto Folder 
Manufacturers using plastics and 
merchandisers tie-in on a new pro- 
motion piece distributed by the 
Monsanto Chemical Company. 
More than 30 single sheet inserts 
are contained in a pocket in this 
four-page folder. Each of these 
carries an illustration and sales mes- 
sage for a product either manufac- 
tured from or packaged in Mon- 
santo plastics materials. Ordering 
information and the Monsanto 
trademark are included in the copy. 
The folder presents a one-page 
outline of thermoplastics in flow- 
type diagram and carries a minia- 
ture telephone as an eye-stopper. 
Additional editions of the “Plas- 
tics Merchandiser” will 
other aspects of the plastics indus- 
try. Materials, manufacturing proc- 
esses, and other applications are 


discuss 


among the subjects scheduled. 


® Westinghouse Adds Special 
Trucks to Promotion 

Westinghouse Lamp Division has 
bought a fleet of 12 “Salesmobiles”’ 
for front line use in sales promo- 
tion. The “Salesmobiles” are stand- 
ard sedan delivery trucks with panel 
bodies painted in Westinghouse 
colors. 

These promotion trucks will be 
used by sales promotion men to dis- 
tribute display cards, metal and 
wood merchandisers, and promo- 
tional material. “Salesmobile” men 
will help the retailer select mer- 
chandiser locations and assist in 
window display work. 


© Ad Tie-Ins Ride With 
GM’s “Train of Tomorrow” 

\ nation-wide blanket of tie-in 
ads by participating manufacturers 
accompanied General Motors’ re- 
cent “Train of Tomorrow” promo- 
tion. 

As institutional copy, Pullman- 
Standard put out a four-color page 
in national weeklies pointing up the 
ultra-modern cars. DuPont spot- 
lighted their finishes for the “Train 
ot Tomorrow.” 

Most of the layouts featured pho- 
tographs of the train and gave 


















Cpencvad Molers Seascree 


ve une THe Tear oF tromennen” 
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“General Motors” a prominent spot. 
Leaning toward the consumer 
market were ads by Goodall Fabrics 
and Frigidaire. The H. D. Lee Com- 
pany, manufacturers of work 
clothes, carried a train tie-in in L 
comotive Engineering Journai 
Much of the space was directed 
to the manufacturer, such as the 
ads placed by Luminator, Inc., light- 
ing engineers and manufacturers, 
and Vapor Car Heating Company. 


® Materials Handling Film 
Stresses Education 


Automatic Transportation Com- 
pany has completed its third film, 
“Transporter Newsreel,” which 
deals with materials handling tech- 
niques and stresses the importance 
of adapting new techniques and 
powered machinery to tasks form- 
erly performed by manual labor 
The Transporter, an electric pro- 
pelled hand truck made by Auto- 
matic, is featured in the filn 

Previous motion pictures used by 
Automatic included “Pay Loads 
Pay Off” and “Skylight Newsreel.” 


4s 


¢ Printing Firm Plans 
Promotional Film 
Harris-Seybold Company is plat- 
ning a new motion picture 1 sound 
and full color to help printing 
buvers. 


The film will deal with copy prep- 


aration for offset lithography an 
is designed for use by lithographers 
and printers in their own promo 


tional programs. 

A previous Harris-Seybo!d mo 
tion picture, “How to Mak: Good 
Impression,” was shown 
than 50,000 buyers of printing. 


more 
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Eleven fact-packed 
Special Reference 
Sections in 1947, ten 
the year before. 
Readers keep them 
for reference, order ; sating 
reprints totalling Panel He ' 
thousands. Typical a 
example of HEAT- ; Open >Y 
ING AND VENTI- , 
LATING’s editorial Vs 
policy “practicai 3 
data for busy en- Closed SY 
gincers : 











stem 









stem 
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ork : <9 —— 


District Heating in Detroit 








OOD editorial reporting requires more than a careful month-to-month coverage of technical 





developments by means of individual, isolated articles: There remains an important editorial 





job of studying the over-all developments of certain outstanding types of equipment, methods or 





techniques . . . . of reviewing these different advances in their proper perspective and appraising 






the general situation on the entire subject for the benefit of readers. 









HEATING AND VENTILATING does that, through its Special Reference Sections — a 


practice unique in this field. Readers are quite vocal in their approval of the Special Reference 





Sections, for they contain precisely the kind of usable information that can be applied to current 





projects. Those readers are active Engineers and Contractors who design original equipment and 





complete systems, specify hundreds of different products for installation in industrial plants, office 





buildings, hospitals, stores, schools, theaters, institutions, 









government buildings, etc. Reach them through the 






paper that specializes in filling their needs for practical 
“know-how” — HEATING AND VENTILATING, 
148 Lafayette Street, New York 13, N. Y. 








AIR CONDITIONING 
REFRIGERATION 
PIPING 
HEATING 
VENTILATING 


-in all types of 
Buildings 







Edited for Engineers 


Design—Installation—Operation 
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Techniques That Will Make Your Copy Pull 


i en BOSS-MAN looked at the 
copy and layout. “Why don’t you 
try it this said, and 
reached for his trusty blue pencil. 


way,” he 


But this time his little old adver- 
tising manager was too fast for him. 
“Lookit,” he replied . . . and with 
that he pulled a big wastebasket 
crammed full of layout tissues and 
vellow copy paper from behind his 
back and dumped it all over the 


boss-man’s nice, neat desk. 
“Huh?” said his boss. ‘“‘What’s the 
meaning of this?” 
“All it 
slowly and ever so patiently, “is that 


means,” said the ad man, 
I’m supposed to know my business. 


And if I di 


our agency knows its business, vou 


» know my business, and 


an be doggone sure that togethet 
we have explored lots and lots of 
techniques for doing this particular 
issignment. Or any other, for that 
all you ever see 


matter. Remembet 


are the one or two final selections, 
and if you have confidence in our 


skill and good sense, that ought to 


_ 


be enoug! 


Chisholm-Moore Hoist Corporation 








Hydrogen 






“H’m,” mumbled the boss, toying 
with his blue pencil. 

“Why there are more techniques 
to this advertising business than you 
ever dreamed of,” said the adver- 
tising man, shifting into high gear. 
“In fact, there are copy techniques, 
techniques, and 
techniques. A 
good advertising creator not only 
them by their first 
. but he has to know how 


and layout even 


techniques within 
has to know 
names 
and when to use them...” 

“Don't preach to me, son,” said 
“Show me. Let me see 


simple VP 


the boss. 


some samples. I’m just ¢ 
in charge of sales. Give out... 
“Okay, boss, I'll begin at the be 
ginning. Here’s the most basic of 
all advertising techniques . 
The Straight Announcement 
\ man—that is, a manufacturer 
has a brand new product. Well, 
here’s CHISHOLM-MOORE 
HOIST CORPORATION, for ex- 
So they 
have a great big halftone of a guy 


ample, with a new hoist. 


Gallery 





ONAWB AND A 





a 





“ 









“ 





’ 


CAN Y HOLYOKE, MASS 





Robert Gair Company 


ROBERT GAIR 
ANNOUNCEMENT 


\bout April 1, 1948, our new Kraft Liner 
Board Mill will come into production at Port 
Wentworth, Ga. This high speed modern Mill 
will supply the tonnage of Liner Board for 
fabrication into Corrugated Shipping Contain- 
ers by the Nine Gair Box Plants located at 


PORTLAND. OONN 


CAMBRIDGE, MASS 


holding it right up in front of y 
in a bleed page. Big enough ' 
to read right on it, “Cyclone Mod 
M—1 Then, down in on 
corner, cop) “Entirely New 


Completely Different. Outclasses ; 





Ton.” 





Says, 







other chain hoists by a wide 1 argin 
\sk your Distributor to show you 
the Cyclone Model M.”’ Well, that’s 
just about as simple as you can make 
Maybe it’s 

simple? That’s tough to tell because 





1 
| 
I 









an announcement. 









it depends on the extent and fre 


quency of the advertiser’s schedule 







\ssuming it is a strong campaigi 






then this simplicity is good. It makes 





its point quickly, effectivel 
that’s that. Few ads can carry to 






many ideas just as few mind 
can absorb them. 

Here’s another baby that’s swee 
and simple. With the directness 0! 


classified copy, it Says: 










HYDROGEN in volumes of 5 to 1! 


million cubic feet per month available 







through pipelines in New Jersey 1- 
dustrial area near New York City 
Please address inquiries to Hydroget 







( Continued on page 70 












Goodyear 
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What does it take 


to make a good 


Here’s how the winners were picked 
in ABP’s sixth annual contest 


LAST MONTH in Cleveland, a committee of 22 judges 
met to select the best business paper advertising in 
ABP’s sixth annual contest. 

Two different points of view were represented 
that of the professional advertising man, and that of 
the business paper reader who, according to ABP’s 
book, is the real “expert’’ when it comes to judging 
effective advertising. But all the judges agreed on 
one thing 





The best ads were the ones which quickly an- 
swered the question: ‘‘What will it do for me?’’ 
Every entry was judged, primarily, from that 


point of view. 


There were other considerations, of course. Such as 
avalid and adequate objective. Copy and illustrations 
which fully supported the objective. Plus reasonable 
evidence of results. 

But invariably, the campaigns which produced the 
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business paper ad? 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 





best results were the ones which best answered the 


question: 
‘What can the advertiser do for the reader?’’ 


Because that’s the way most business paper readers 
look at it. They don’t read ads for entertainment. 
You don’t have to bait them with cute or irrelevant 
devices. They won’t read beyond your headline if you 
lead off with vague generalities— but they’ll wade 
through columns of eight-point type if you can show 
them how to do their job better, improve their pro- 
duction or sales set-up, or save time, trouble, money, 
or muscles. 

It isn’t always easy to approach your readers from 
their point of view rather than your own—but it’s 
the surest way of producing results. And results, after 
all, are the best possible award for good business 
paper advertising! 


P.$. Announcement of winners and presentation of 
awards will be made at a luncheon, April 30th, in the 
ballroom of the Carter Hotel in Cleveland. 
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The Copy Chasers 


46th floor, 122 East 42nd Street, New 
York, N. Y 
This tidy 
neatly displayed, surrounded by lots 


bit of business is very 


of white space, in a full page. 
Suppose you open a new plant? 
What then more natural than this 
ROBERT GAIR COMPANY page 
obviously, ‘“‘Robert 


headed quite 


Gair Announcement.” (Page 74). 
In about 24 pt. display it tells 
about a new kraft liner board 


mill which will open about April 
Ist to supply the nine Gair box 
1st to be sure it 
gives their locations. 

%& Some advertisers find it neces- 
sary to go _ further. Take this 
GOODYEAR Ad (Page 74), 
~" woodyealr \nnounces ‘WEDGE’ 
\ -Belts—the light- 
weight, compact power transmis- 


plants. Then, 


ultimate in 


sion.” This head is amplified by a 
10°; 


conventional \ 


natr- 
belts 


Text imme 


line in smaller type,” 
rower than 
of same HP rating.” 
into detail 


USS 
and at the left there’s the familiar 
blueprint comparing 
the conventional V-belt 
new Wedge belt. Complete, com- 


diately below 


Goody ear 
with the 


prehensive, and certainly a news 
worthy announcement. An OK 
AS INSERTED to Copywrite 
RICHARD ROSENBLEUTH of 
KUDNER AGENCY, New York, 
BRUCE WERT, Goodyear 


sales promotion. 


and 


Sometimes it’s the availability of 
an improved product that merits 


special announcement as_ witness 


ths WESTINGHOUSE color 
spread, “NEW LIFE-LINE MO 
TORS FROM 1 TO 15 HP NOW 


76 


ANNOUNCING A 25% INCREASE IN 
CAPACITY RATINGS OF TIMKEN BEARINGS 


DNS eet ee ee 


Timken Roller Bearing Company 
































Gallery 
AVAILABLE FROM 


\ map location of 
stocks and a box score chart shows 


STOCK.” 
shows these 
by rating and type exactly what's in 
stock. 

Now, here’s TIMKEN ROLLER 
BEARING COMPANY with still 
fF announcement 


25% 


another type of 
“Announcing a Increase in 
Capacity Ratings of Timken Bear- 
ings.” Straight type story, spotted 
with some color for emphasis. For 
example, “Makes possible the use 
of smaller bearings—with savings 
in bearing cost, material cost and 
weight—and more compact product 
design.” 
* * * 
“Ah,” said the ad manager, 
coming up for air. 
“Carry on,” said his boss. 
“Well,” said the ad 
“maybe the next copy technique 
to talk about—because it, too, 
is pretty primary 1s ‘a 
Catalog Copy 
You know. You've got a line so 
talk about it (or part of it) 
show it, identify it, etc. Like 
WALWORTH VALVES & FII- 
TINGS in this page. They show 
six different valves, neatly paneled 
off and labelled. Copy mostly em- 
line”’. 
unfortunately, is pretty 
“For All Major 


industries 


man, 


you 


phasizes “it’s a complete 
Head, 
namby-pamby 
Services in Principal 
Walworth Valves and Fittings as- 
sure low cost, dependable perform- 
ance.” 

NICHOLSON FILE COM 
PANY doesn’t do much better with 
its bromidic headline, “Precision- 
Made for precision performance.” 
Other than this, the ad, itself, is a 
lot more effective than the head. 
Nine different types of rotary files 








Westinghouse Electric Company 


and burs are shown in a checker- 
board panel together with tight little 
descriptions. Also a larger illustra- 
tion of a file at work, and a main 
deck of text on product features 
and purposes. 


(Continued on Page 80) 





FOR ALL MAIOR SEEVICE 


im PRINCIPAL IMOUST RIES 


Walworth Valves 
and Fittings 


s.0ere ‘om (oe! depemtabte per tormeme 


WALWORTH |= db 
valves and fittings 


oreTaieetos @ FRI wOTRAL CEmTEss 
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MICHOLSON ROTARY FILES +> 


PANG CET AND GEOUNS—FOR EVERY FuEFOSE ail 


1948 








INDUSTRIAL MARKETING, Apr 







ss 


E 
I 





THIS 









Common Denominators of Engineered Construction—No. 5 in a series 


s half completed... AT A PROFIT! 














a fixed...and so, to a large extent, are profit ENGINEERING NEWS-RECORD AND CONSTRUCTION 
potentialities. METHODS IS PART OF THE DAY'S WORK FOR MORE 
THAN 67,000 CONSTRUCTION MEN* WHO PAY CASH 
AT THIS CRUCIAL STAGE, CONSTRUCTION MEN ON THE BARREL HEAD TO SUBSCRIBE TO THESE 
MUST BE FULLY UP-TO-DATE ON THE “TESTED- TWO PUBLICATIONS. 
eT- BEST’ IN JOB PLANNING AND PLANT LAYOUT... AN 





*Less than 6% personal subscriber 
IMPORTANT REASON WHY CAREFUL READING OF duplication between the two publications 
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ARTICLES LIKE THESE... ADVERTISEMENTS LIKE THESE... 
provide full, authoritative information on the best in give specific information on machinery and equipment 
job planning and plant layout on all types of jobs. that’s indispensable to efficient job planning. ENR and 
They’re prepared by the largest editorial organization CM carry more advertising information than all other 
serving the engineering construction field. national publications in the field combined. 






AND THAT’S JUST PART OF THE STORY... 






ENGINEERING News-Recorp and CONSTRUCTION 





and sales power of the two publications con- 








MetHops serve the needs of construction men struction men read regularly to be best in- 
at every other construction stage from the con- formed? Help the men in your market do a 
ception of a project to its completion and main- better, more economical construction job. Give 
tenance. them all the facts they need to specify, buy, 

and use your products .. . and do it at mini- 
Why not benefit from the outstanding service mum cost per sales contact in... 










THIS FIELD AND MARKET COMPLETELY... 











McGraw-Hill Publications * 330 West 42nd Street, New York 18, N. Y. ABC * ABP 
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The Copy Chasers 


“8 WAYS to 
Lower Operating Costs” is a better 
headline. It tops off a FAIR- 
BANKS COMPANY ’s color page, 
featuring 8 different hand trucks 
each in its own little panel, num- 
bered and described. Clean and or- 
and that’s important in this 


Save Time and 


derly 
type of presentation. 

COLSON CORPORATION, on 
the other hand, isn’t at all helpful 
to the reader in its color page, “For 
Every Colson Casters.’ 
Six different casters are illustrated 
but without any identifying number 
or specific information. Main text 
most- 


Purpose 


isn’t any more serviceable... 
ly generalities on the theme, “There 


is a Colson caster for every pur- 


pose.” 
* . * 


“What do you do if you have 


a lot to say about one item 





very 
Purpose 


COLSON CASTERS 


Tiere es COIN cme fee 
—_— ——— oe ee en 


pe ee eee me eeee 





SUN nets am agent 
ee ee 





rather than a little about a lot 
of items?” asked the boss man. 

“Well,” said the ad manager, 
“then you're writing straight 
product copy. That's the spe- 
cies that makes up at least 50 
percent of most of the business 
paper copy you see. Funda- 
mentally, of course, it’s simply 
a matter of telling what the 
product is, what it does, and 
who makes it. Where it seems 
to vary is mostly a matter of 
layout treatment. For instance 
your...” 


Straight Product Copy 


Take this unusual EATON 
MFG. COMPANY bleed color 
page. Layout men would call it a 
poster treatment. To a copywriter 
it’s straight product stuff. Main eye 
focus is on a big red ribbon lettered, 
“EATON 2-Speed Truck AXLES.” 
Immediately above there’s a good- 
sized halftone of a rear axle unit. 
selow—two hunks of copy. One in 
semi-display says, “Get you there 
and back, on any road—faster and 
at lower cost!” The other, in caps 
over the sig, says, “MORE THAN 
4 OF A MILLION EATON 2- 
SPEED AXLES IN TRUCKS 
TODAY.” Now that may seem 
about as far from “Tell All’ as a 
man can go... but it has its pur- 
pose under the right strategy. 


Now, in progression, here’s an 
advertiser who gives more product 
story with this same poster treat- 
This is a color page for 
INSULATOR COM- 
PANY. Headline starts in upper 
left corner—‘NOT a Coating . 
NOT an Enamel . .. NOT a Glaze 

”” Then, bango! in about 3-inch 
poster letters, bright orange — 
“SOLID PORCELAIN.” Line in 
about 18-pt. black Gothic caps 
right below, ‘“‘NON-POROUS 
THROUGH AND THROUGH” 
and “Lapp Process Equipment” is 
on a large black panel at the base 
of the ad. About 20 lines of text, 
all very pertinent. 


ment. 


LAPP 


%This FAFNIR BEARING 
COMPANY advertisement, “Work 
the 
other hand, uses a poster-type illus- 


clothes for ball bearings” on 


tration showing the various kinds 
of shielding used on bearings, hand- 
somely done against a vivid yellow 
background. The lower half of the 


page is a very straight text presen- 
tation, and a very good one, too, 
Here are a few random sentences: 
“How to leave a ball bearing unen- 
cumbered as a bathing beauty and yet 
protect it with work clothes snug- 
fitted to thousandths of an inch? 
“The result . . . a whole wardr 
of tailor-made work clothes that 
up a ball bearing like a cocoor 
allow it perfect freedom of actior 
for work in cement mills, face t 
with corrosive fumes and live steam. 
buried in abrasive sand or up to its 
shoulders in muck and water. 
“And the newest is a regular diving 
(Continued on Page 82) 


Gallery 
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You get more for your advertising money in The Oil and Gas Journal 
than from any other oil publication! At a cost of just $8.62 you 
speak to one thousand prospective customers through The Jour- 
nal’s pages. You would pay from $13.41 to $23.56 to reach the 
same number of readers in other oil publications. The Journal 
gives you MORE paid subscribers — and that's just half the 
story! You also get the SELECTIVE readership of The Jour- 
nal, circulation among the picked men of the oil industry 

who actually buy or influence the buying of the merchan- 

dise you have to sell. In terms of results on your sales 

chart, The Oil and Gas Journal is your most economical 
advertising buy. 


H Except Petroleum Refiner, based on 12 time rate. This 
Based on 13 time rate ( publication has no 13 time rate ) 





OIL & GAS $8.62 
JOURNAL CIRCULATION 23.2 _ 








WORLD 
OIL 





PETROLEUM 
ENGINEER 





PETROLEUM 
REFINER 





DRILLING 











“FOLLOW THE JOURNAL... 
FIRST IN THE OIL INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA « OFFICES: NEW YORK, PITTSBURGH, CHICAGO 
LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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The Copy Chasers 


1 


piets sealing : vet it can 


suit for 
be removed ar 
knife.” 
Who 


and at the 


d replaced with a pen- 


said you can’t be factual 
same time write easily 
and interestingly? OK AS IN 
SERTED to CHARLES KNAPP, 
copy chiet, HORTON-NOYES 
COMPANY, and T. L. HUNT, 
advertising manager. 
\nother 


ing a straight product story is the 
good old cutaway product view with 


reliable device for tell 


specific fea 
PLUG 


papel s 


arrows poimting out 


SPARK 


aviation 


tures. This At 
colo page in the 
good 
cross section of plug 
tle black arrows—and explanatory 
copy in Headline a bit bro 
midic, New 
Ceilings” otherwise a clean job. 
More cross section stuff in this 
OHIO INJECTOR COMPANY 
page. “Streamline Your 
with Ol¢ Setter in Valves” 


theme 


Big red panel 
lots of lit 


is a example 


white. 


“Sets Performance 


Pipelines 
Pace 
is the Cutaways of 


song. 


three different types of valves 
shown, each with its own block of 
copy. It works! 
THE PARKER 
COMPANY 1s 


further in its 


\PPLIANCE 
able to go a step 
“Terulok 
illustra- 


copy on 


l‘lareless Fittings.” Two 
tions show a complete assembly and 
the male section of the fitting. Third 
picture shows a part cross section 
of the fitting to illustrate how a steel 
ferrule cuts its own shoulder in the 
tube for a tight connection. Below, 


two little line drawings effectively 





The Copy Chasers’ Principles 
@ The Copy Chasers base their 
criticism of industrial advertis- 
ing on the following basic prin- 
ciples which they use in their 
own daily chores: 

1. A sound sales idea—true to 
the product, penetrating, remem- 
berable. 

2. An intriguing headline — not 
just tricky—logical to the sales 
idea and promising enough to 
make reading worth while. 

3. Skillful copy free from gen- 
eralities, free from advertising 
bromides, and free from unback- 
ed-up claims of superiority— 
readable, human. 

4. Copy expressing the product's 
qualities in terms of benefit to 
the purchaser—but nothing ex- 
aggerated, nothing boastful, 
nothing the salesman himself 
would be ashamed to say. If 
necessary—good solid “reason- 
why.” 














Gallery 


illustrate the old pipe method of 
connecting a line with several turns 

and the bendable tube 
method with its fewer fittings and 
freer flow. Very practical page, this. 

JENKINS BROS., as you may 
recall, go all the way. In their “Prac- 
series they 


modern 


Layouts” 
with 
diagram and specifications various 
hookups. This particular page is, 
“How to plan Automatic Sprinkler 
Tank Connections.” We've 


tical Piping 


show the reader complete 


System 
already given these babies several 
bouquets in past columns. 

¥% Another advertiser in this same 
school is BEAVER PIPE TOOLS. 
Very refreshing headline, too—‘lIt 
Nevet Out of Order.” Then, 


in smaller 


Gets 
type, that’s why 
mechanics prefer the Beaver wheel 
cutoff.” Nice, direct approach here, 
too. Here’s the second paragraph 
and a few of the numbered features 
and benefits: 
Although we 
knite-type cutter 
Continued on Page 


make an excellent 


(optional same 


86) 


OM FERULOK FLARELESS FITTINGS 


~= 


COTS VS SAUL Tat Teme 


\ 


‘ 
1S Om foams 


commen 
Teed FeTtemes - WaEWES 





= me 


-_ 
2 





It Never Gets Out of Order - 
thet ty mex Ramey owe 








Fills the 
bill 07 al/ 
6 counts! 
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a ae “es a In the stillness of this fibre-glass-lined room, echoes 
aa vanish. Only original sounds are heard as product 
engineers, seeking methods of noise elimination, 
track even the most minute sounds to their origin. 





but do it quietly 





PRODUCT ENGINEERING than through those _ypey with the men who are 


of any other product design magazine in the world. : 
FIRST to specify your product* 
The only paid-subscription magazine in the design : A 


field, PRODUCT ENGINEERING is read by 
17,000 product-engineering subscribers, plus thou- 
sands of pass-on readers. And the importance of 
this audience draws to PRODUCT ENGINEER- 
ING more advertising for parts, materials, and 
finishes than any other magazine carries. The lead- Pe 
ing editorial force in the product-engineering field, ie é ae 
~ 






ri BR¢ WAY Py, 
Oke 
- ai A 


this magazine is your top advertising buy. 


—~ ~~ 4 _ 
A McGraw-Hill Publication me AN 
— SS 

‘ 


serine 


McGraw-Hill Building, New York 18 


7 *if you make them want it 
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The Copy Chasers 


price) we prefer the simpler and mor 

efthcient wheel 

1—It covers the full 
neh pip 

off solid bolt 


» not 


cutter becaus« 


range from 


é rounds 

knife cutter! d 

1s taster 
| 


seven seconds 


It cuts 2-inch pipe in 


There are eight reasons in all 


ind they're eight good reasons why 
W. A. PHILLIA, president, de 
serves bg OK AS INSERTED. 

Our apologies to Mr. Phillia for 
ano 


not preserving his desired 


nymity. Here’s one president who 
writes instead of blue pencils good 
copy, and doesn’t brag about it at 
his club 


Another 


COpy 


familiar straight product 


approach is simply to tally oft 
the most salient facts about an item 
To wit—this NATIONAL ELEC 
TRIC PRODUCTS CORPORA 
TION page, “10 (uick Facts 

tell why IPI BUS raise 


ciency.” The 


plant efh 
facts are actually as 


quick a 


these samples ; 


H. D. HUDSON MFG. COM 
PANY illustrates the features of its 
“Lektrik-Spray” in little 
panels, each with its own sub-head 

“It's Easy! It’s Safe! It’s 
Headline—‘Fills the 


ounts.” (See page 82) 


Sey eral 


Sure!’ c¢ 
bill on all 6« 

sull another way to tell a product 
story 1s to tell about the loving care 
with which it is put together, quality 
of parts or ingredients, and the like. 
This JACK & HEINTZ page dem- 
onstrates hive excellent 


this with 


photos under the head, “Here’s t 


Quality!’ Each has its own cap 


and each shows a Te H 


worket 


tion, 
doing his specialized job. 
We should add that the layout han 
dling is also effective. The photos 


form a bleed panel over the top Y 


inches of the page. The headline is 
surprinted on a narrow yellow panel, 
text is at the 


and the short main 


hotton ove 


a bleed vellow strip. A 


1 


white pane calling card size, is 


notched tn, 
JACK & 
Precision.” 

*% PERMANENTE 
UCTS COMPANY 


Kaiser Aluminum using a Life pic- 


“Better produc ts 
through HEINTZ Mass 
PROD- 


advertises 


ture-caption-continuity layout pres 


entation, an editorial treatment. 
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National Electric Products Corporation 
Pittsburgh 30, Po. 


National Electric Products 








Jack & Heintz 


Gallery 


Five swell pix show the unloading 
of Bauxite ore . . . processing into 
alumina the reduction plant 
that makes alumina aluminun 

the rolling mill . . . and the Perma- 
nente representative in action. I lead- 
line is an editorial head, “KAISER 
ALUMINUM Alumina to 
Finished Rolling, Permanente Met 
Every Step in the 
Production of Kaiser Aluminum, 
Assuring Quality Pig, Ingot, Plate, 
Sheet, Strip and Roofing.”” And 
there’s nice big display in the sign- 
off, “Ready to serve you—today ... 
KAISER ALUMINUM.” By all 
an OK AS INSERTED to 
NEELY, 


from 


als Controls 


means 
DICK copy writer, 


YOUNG & RUBICAM, San Fi 
STAN McCAFFREY, 
advertising manager. 

x * x 


and 


CISCO, 


“So vou see,” said 
manager, wiping his 
“there’s more to this | 
than meets the eve.” 

“Yes, | see what you n 
said his boss. “Does that 
button up the situation?” 

“Hell, no!’ said the 
“I’m only getting warmed up 
Take for instance the. . 

Question and Answer Technique 
Useful for any advertiser at the 
propitious time 

(Continued on Page 90) 


provided e 


Permanente Products Company 





Ready to serve you rauy 


Kaiser Aluminum 


a Permanente Metals pron.” 
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If advertising is to pave the way successfully to completed sales it must be 


focused on readers who are active buyers. It’s wasted on any others. 


MACHINERY’S coverage of the metalworking market enables you to focus 
your advertising the way you focus your selling efforts—on the group of 
executives who make the buying decisions in the plants which are the 
volume-purchasers of metalworking equipment. In other words, on the 


same men your salesmen must call on to complete a sale. 


Such thorough coverage of volume-buying authorities is possible because 
MACHINERY supplements its paid circulation with a unique plan of 
Directed Distribution, which enables MACHINERY scientifically to adjust 
its coverage according to the location and amount of purchasing power in 


every sector of the metalworking industry. 


Under this plan, which has been in continual operation for 18 years, we 
maintain a personal check of the key executives who wield purchasing 
authority or influence in every major metalworking plant. Because 
MACHINERY’S authoritative editorial content naturally attracts the 
industry's key executives, we find that most of these men have long been 
subscribers to MACHINERY. But if they are not—and if our investigation 
has definitely established their purchasing authority—we send them per- 
sonal copies of MACHINERY every month. Directed Distribution is the 
only way to guarantee advertisers effective coverage of this important 
group of buying authorities. These busy men are “out” to subscription 
salesmen; they do not read subscription-selling mail. Directed Distribution 
was developed specifically to overcome these difficulties, and to fill the 
gaps in coverage of buying authorities that cannot be avoided by an “all 
paid” publication, which must depend solely on direct mail and personal 
selling to obtain subscription orders. Because MACHINERY’S practical 
editorial content naturally attracts most of the industry’s key engineering 
and production executives, only about 15% of MACHINERY’S total 
circulation is Directed Distribution necessary to complete its coverage of 


metalworking buying authorities. 


Directed Distribution makes sure that your advertising message is carried 
to the plants which are doing the buying—today. But more than that, 
because the buying authorities in each plant are located by personal in- 
vestigation, Directed Distribution assures coverage of every man on the 
plant “buying committee”, no matter what his position or title. This 
scientific method of distribution enables you to focus your advertising in 








the same way—and on the same objectives—as you focus your personal 
selling efforts, giving your advertising in MACHINERY direction and 


purpose that increases its value as a potent selling tool. 


ib 


idvertising on ACTIVE 
Buying Authorities 


Py 


” 


he Industrial Press, 148 Lafayette St., New York 13, N. Y. 
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American Smelting & Refining Company Modine Mfg. Company United Screw & Bolt Corporation 





Gallery 







[CONTINUED FROM Pace 86] Sometimes you don’t have a lot ject their brain children to tests 

of questions. Take STONE & before the goods leave the factor 

The Copy Chasers WEBSTER. All they ask is, “What ...and frequently the story of thes 
one organization can ... construct tests makes good copy. 


















we ae su goargtisagh ipo a gas plant? . . . supervise continu Take TIMKEN ROLL] 
men. Obviously, vou don’t ask. ing operation’ . . . finance its con BEARING. (Page 94). It says, 
itn Sn iia Geek: atten tata, in struction rhe lower half of then “Answers the question “How 
ee cee ial ae li page gives and explains the answer, rough is smooth ?” ~ ops talks 
‘The Juhn Spigot Company !” summed up in this -— sentence, about the profilograph (pic- 
In contrast, here’s the Metals Di Stone & Webster, Inc. . . . through tured at the top ol the page) 
vision of AMERICAN SMELT three separate corporations under “Developed by Timken in 1928 
ING & REFINING COMPANY its general direction. . and steadily improved since then, 
‘Maybe we should raise yow the profilograph determines sur 





challenging the reader, “Are You - rr } 
lé MOSS 


















in N-F Ouiz Whiz? On one large pay, a r eRe ete = lace irregularities to witl in on 
panel they ask 10 questions—give pos hes Page < poet Ce millionth of an inch. Equipp 
the reader his pick out of four pos inde be adh | ad ati ig with this measuring stick, Limker 
sible answers. Correct answers are ora hmugas” by _ pie ae engineers were able to dev 
tallied on a smaller panel—a third nae ; hey me ‘ad f pn dagsced new finishing methods n 
panel gives the scoring rate—and a “s he " che 7 rs Te, Adem chines, which have resulted 
final panel is in the form of a " aes os “s ge . 7 . the micr scopic surface act | 
coupon offering various literature ee eaten cae the Timken bearings you use today 
excellent handling _— Right on the button all this. 






MODINE MFG. COMPANY _ Test Technique weHere’s JACK & HEIN 








takes care of the same technique q he famous General : Motors again. Terrific headline. 

neatly in a color page, a p-to the ‘| roving . irround Is one ot the best Villain shrieks.” Same stand 
Minute Inswers to Your Unit known of all manufacturers own ie uted Chasis Litend Tenn hosleiit 
Heater Questions!” There are fou product tests. But many makers of and mighty effective ono facniie' 









sets of questions and answers, e@ac equipment, parts and supplies sub 


llustrated it] spot of the “Ol : ; ; , 
illustrated w a spot oF tne Id Jack & Heintz a gal holding bearings on some Kk 


Protessor’’ pointing out some heate1 





minder, too. Big, bleed photo s 






of a testing device. Text says: 
leature plus short Sign-ort text To make sure that each k & 
and a coupon for “all the facts.” Now the Villain shrieks Heintz ball bearing is unsury] lu 
UNITED SCREW & BOL] smooth, quiet operation and 











CORPORATION works in an ef it is given a final test by spint at 
. its operating speed and “auditioning 
fective series Of One sentence ques ; ‘ . 4 
: it with a highly sensitive sound pick 

eS A aHSWwers MW NS Dake, up and amplifier. This exposes 
“Here's How CLUTCH HEAD lain Friction. The slightest irregulat- 
Brings New Satety, New Speed in ity, ordinarily inaudible becomes 
Line Assembly.” At least they're shrill noise and that bearing 1s tT 

jected. 

all in one sentence except the last ‘_ : ‘sti 
, , Chen copy winds up w 1 me 

two answers. [he others just stream . : : “ees 
tion of other tests. All of which, ' 






down the page: 
| 


What the mai iu f driver say, makes a well worthy OK A> 
lea iS tik Nall Cc Sse oO a ( : ; 


INSERTED for L. R. CA‘ 
ed Th meth bet mm — ms smn por eee FIELD, account executive and ce PY 
5 writer, THE GRISWOLD ESE 

. 


r s 
How does CLUTCH HEAD Sees LEMAN COMPANY, 
) 2 








Renter bearing: throagh 





skidding 





“Ride-out’ as set up by taper 
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for | 
: West 42nd Stre 





We mean the McGraw-Hill editor. For like the legendary Kilroy, he goes nearly 


everywhere in his search for the news of business, industry and technology. 


The McGraw-Hill editor’s life is an exceedingly active one. You'll find him in 
trains and planes, in mill, mine, factory, laboratory and on construction sites. He 
is an officer and committee man in technical and trade associations—all for the 
purpose of helping him to find the kind of editorial material his readers (and adver- 
tisers) are eager to pay for. And in addition, he has at his call the world’s largest 
editorial staff devoted exclusively to gathering and commenting on the news of the 


business world. 


And his work is never done. Every month, month in and month out, McGraw- 
Hill magazines produce fresh information of an accuracy and timeliness that set new 
standards of editorial excellence. When your advertising appears in the pages ofa 


McGraw-Hill magazine, it too becomes a source of information—information tha’ 


tells your prospects what and where to buy. 






ASK YOUR McGRAW-HILL MAN for your 

copy of the new edition of “The Pulse Beat of 
Industry.” It's a survey of current business conditions 
and trends as seen by McGraw-Hill editors. 


[CATIONS 


.uStrial Information 
—New York 18, New York P 



































What are your 
competitors doing 
about shortages? 


De ee ee ee ee 
~ 


Kaiser Aluminum 


1 Pwements Beta peeect 


het ees we 


[CONTINUED FROM PAGE go] 
The Copy Chasers 


Once in awhile the advertiser can 
to make the test . 

witness this AUITOMATI( 
TRANSPORTATION COM 

PANY ad, below. “BEFORE 
YOU BUY ANY MOTORIZED 
HANDTRUCK Make This 
‘SHOW-ME’ Check Test!” Well, in 
a way this turns out to be not so much 
an actual test 


get the buyer 


aS 


as a super-close scru- 
tiny of product features and resultant 


user-benefits. There are 14 check 
items in all. This is typical: 
Only motorized hand truck that 
comes COMPLETE with Standard 


BATTERY for full day’s operation 


Ben » extra price to pay for 
the battery. Low overall costs of in 
stallation including charger. ( ompare 
these prices 


Testimonial Copy 
There's a classic example of this 
business 


technique in the papers 


We've talked about it before 

several times. We refer to the 
BUSSMANN MFG.COMPANY’s 
testimonial series for BUSS Fuse- 


trons. Here’s a typical color spread, 
‘At Low Cost Fusetr Protect 


Solenoids, Transformers 


nS 
( oils. 


this 


, , 
Below 


Burnouts.” 


Only 7 





BEFORE YOU BEY ANY MoToRIzEp 
SHO} . 


euece test! 


Little Tail 
Wags Big Dog 


1 story with a proj moral for anyone 


selling processing equipment 












‘Taylor Instruments 
mae 
ACCURACY FiRnsT 





headline there’s a big red arrow, 


‘These are 
Pre « ” hee 
monials. 


Typical Examples 
There are two signed testi- 
We'll reprint the shorter 
one. 
The transformers on our meter test- 


require protection by one 


These 


blown whenever a motor was cut 


boards 


Ing 


ampere fuses fuses, however, 


were 


in on the ascending cycle of the cur- 
rent wave due to current surg 

In October 1945 we installed one 
ampere Fustats (Fusetrons with a 


tamper-resisting base). They reduced 


needless blows from about five per 
week to one per month and at the 
same time completely eliminated any 


danger of damage to the transformers 
circuit \ | 
Superintendent of 
Sounp Power & LicH1 


in the PoLLArD, Gen- 
eral 
Pr GE 


PANY, Seattle 


()perations, 
Com- 


Bussmann backs these up with a 
panel of copy, “What is the Fuse- 
“Fuse- 
trons Can Save Costly and Trouble- 


tron?” another headed, 


some Replacement Jobs’’—and an- 
other, “Fusetrons Give Many Other 
Kinds of Protection Heretofore Not 
\vailable.” 
an all right job! 

PERMANENTE PRODUCTS 
COMPANY the 
this time with a more gen 
Using 
the same efttective picture-caption 


\s we've always said 


gets in picture 


again 


eralized type of tesitmonial. 



















They “raise” lawn seed with 
rubber fingers 


1 onphal enample of OF Gondrick development ta ruber §— Vatping bonines om ip 






~ = . 









Fras? if Seegee 





technique, under the head, “\W) 
are your competitors doing about 


shortages?” this advertiser shows 
three executives, each identified 
thus: “Stove Manufacturer Said’ 


“Appliance Manufacturer Said” 
of Heating and 


Ventilating Equipment Said.” Pr 


“Manufacturer 


fessionally well done. 
x * * 


added the ad 
Test and th 


7 course,” 
manager, “if the 
[Testimonial are practicall 
then the Case Stud 
Technique is a first cousin” 
And without stopping for 
breath, he went on 
The Case Study Technique 
One of the 
here, of course, is the B. I. | 
RICH series. 
call, they’ve been going strong as 
and that’s a 
Here's a cul 


‘raise’ lawn 


Of 


twins, 


cCampalgns 
OOD 


classic 


\s far as we can re- 
long as this column 
least a dozen years. 
“They 


rent honey 


tal 
LCiis 


seed with rubber fingers.” It 
about a seed company with a « 


veyor problem, and how it was 
licked by Goodrich’s “*' 11 1 
conveyor belt with thous nds 


"1 


soft rubber fingers that spread ¢ 
grip a load. 

° rie , " \ 

Once in rAYLOR I)- 


(Continued on Page 


awhile 






At Low Cost 












onspeorter - 


FUSETRONS PROTECT pr pve s 
Coils, Solenoids, Transformers : — === — aoe 


AGAINST BURNOUTS | ==ss==== = = 

















————— 








Harry Jones 









supervises } 






drilling | 


















oo 
= 
= a 
: operattions.. 
z 
‘h 
BSI, 
\] 
bou 
rine 
alt 
Pr 
}) ry 
r The modern Harry Jones is a graduate or practical ™ dri ing 
engineer. He must have thorough and varied opera- ’ 2 
tional and technical knowledge to supervise the £ ul men 
D drilling, fishing and completing of oil wells miles 
re- deep—many times through solid rock, heaving 
shale, mountains, deserts and oceans. His knowledge 
must extend beyond the actual drilling to the ma- 
” chinery and equipment he uses, because he bas the tising to the selected all-paid circulation. Thirteen 
re] authority to buy it. full page insertions cost only $2470. It’s a plus 
- : . value—with the impact and follow through that 
“ There are thousands of Harry Jones in the oil and 
£3 os : only a monthly can deliver. 
gas industries. It is important that manufacturers of . . 
equipment and supplies reach them. One of the best JOE B. WOODS 
‘ , , ti aT Pp 52 Vanderbilt Ave., New York 17 
NAVS 1S through ac vertising in HE ETROLEUM E. V. PERKINS 
_ ENGINEER because it is engineer-edited for them— 22 West Maple St.. Chicago 10 





RICHARD P. McKEY 

: : : 2024 West 6th, Los Angeles 5 

be, chey are classified as engineers, superintendents T. J. CROWLEY - Advertising Manager 
Irwin-Keasler Bldg. * Dallas 1, Texas 





it is their book. Whatever their industry title may 






and foremen by the ABC. You will find most of 





them wse THE PETROLEUM ENGINEER like a text- 






book, studying the contents for any information that os 
will help them do their job better—and purchasing the Petroleum 


ae 






is part of that job. Your advertising can enjoy this 









readcrship advantage. It is paying off regularly to 






those who are aggressively and consistently adver- 








Coverine DRILLING @ PRODUCTION @ REFINING @ NATURAL GASOLINE MANUFACTURING @ PIPELINING 
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The Copy Chasers 


STRUMENT COMPANIES come 
along with a good case study 
often handled in all types. See 
page O4 for, “Little Tail W ags 
It tells how “... two 
thousand dollars’ worth of Taylor 
Instruments helped sell $13,000 to 
$20,000 
equipment” for the Cocker Ma- 
chine & Foundry 7 
Gastonia, N. C, 
Another case study user we've 
talked about (as recently as last 
month) is SUN OIL COMPANY. 
This advertiser has a slick label for 
these case studies, too a facsimile 
PROVED.” 


This particular page (bleed, in yel 


Sig Dog.” 


worth of processing 


Company ot 


rubber stamp, “JOB 


low and black) tells how one of 
New York’s 


cream manufacturers had a lubrica 


most prominent ice 


tion problem in a vital refrigera 
tion compressor, and thanks to the 
Sun Engineer, actually “Cut Oil 
Consumption 2/3” 

Still another oil outfit that does 
well by this technique is SHELL 


With 


imaginative color illustrations such 


exceptionally dramatic and 
as this one showing a Borg-Warner 
hydraulic lift as a giant gloved hand 
has used stopping 
multiply a 


on a shaft, it 
“How to 


with a 


headlines, 
muscle” and copy crafts 
man’s touch. The facts are there, 
too. Take this paragraph: 
Principal requirements for any hy 
draulic fluid are that it be “kind” to 


sealing elements to prevent leakage ; 


) 


(2) have anti-foaming qualities; (3) 
prevent corrosion and resist rust for- 
mation; and (4) that it must not 


deteriorate or break down under long 


and continued servic 










tel 


5 
i, eee 












































































Then there’s the more detailed 
type of case study where all the 
evidence is thrown in. This color 
page for BAKER-RAULANG 
COMPANY, “Handling 180 Tons 
Per Day a Baker Truck Can Save 
$59.51,” Five 
data tables are printed — “Han- 
dling Costs Without Electric 
Truck”—“Cost of Equipment for 
Mechanizing” — “Annual Expense 

Truck “Handling 
Costs Electric Truck” 
“Savings with Electric Truck”. 
What a way to tickle a treasurer! 

“Why Ford Motor Company in- 
stalled Sarco No. 9 Steam Traps 
in its Hegewisch Plant, Chicago,” 
is SARCO COMPANY’S twist to 
an installation worth talking about. 
Product features brought in neat- 
ly. 

Another interesting case study 
is this ARMSTRONG CORK 
page, “How would you insulate a 
delivers both heat and 


is a good example. 


Operation” 
with 


line that 





INSTALLED SARCO 


Me. 9 Steam Traps 
fe im Regewind Plant, Chicegs, 


Tee i ateny we te mm the eames fe ford 
pret = Oege ome werd bee Gere Pe Rs eed 
ohana ment Nanton ap ome 


om 


oe Nees 0 oes ee ae terme toy meng See w 
te ° Semen been Page om ot 
ew et Pere 4 ee oe te es me warteng pot Ge Senttn bet 
le ee ote ag Seamnenes oe 
6 me Me tee Rem ewem: mame 
mote ee ee tem oe 
nen ree 

2 ted 
ee ee 


© tome ee - 





cold?” Then, the problem IS Out- 
lined, followed by another head, 
“Here’s what the Armstrong Engi- 
neer recommended.” 

» -@ ‘6 


“Can't be much more,” said 
the boss. “You've got me pretty 
punchy.” 

“Why I haven't even touched 
on techniques such as the 
House Organ Approach, the 
Booklet Offer, Public Rela- 
tions Copy, Service ’ 

“Enough for now,” said his 
boss, raising his hands in self- 
defense. “Give me the lesson 
in two parts.” 

“All right,” said the ad man. 
“But what about this ad you 
wanted to change?” 


“Run it as is! Run it as is! 


said the boss. “By me, it's 
strictly OK AS INSERTED!’ 
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FOR THOSE WHO WANT TO HOLD ESTABLISHED MARKETS 
AND TO CULTIVATE NEW MARKETS IN ALL INDUSTRIES 


Here's unusually solid proof af aduentising neadershipa 


In addition to audited proof of circulation quality available in its periodic CCA statements 
. . « Industrial Equipment News goes an unusual step further and also furnishes advertisers with 
periodic checks on continuing reader interest .. . thus supplies a close equivalent to a sub- 
scriber "renewal percentage’. 


Once each year every individual who has requested regular receipt of Industrial Equipment 
News is asked to return a form verifying our addressing . . . indicating his interest in continuing 
to receive the publication and optionally indicating readership and use of IEN for buying 
reference. 


Following is a report on the latest verification cf our complete request list . . . submitted as 


extra proof of unusual advertising values. 





74 °% of IEN's request readers have verified 56 % offered additional optional informa- 
their continuing interest. tion on their use, of Industrial Equip- 
68 °% also supplied the following optional in- ment News as a buying reference 
formation on their readership of Indus- seteastatans 
trial Equipment News. 38.5% use Industrial Equipment News regu- 
88.5°/, read Industrial Equipment News regu- larly for buying reference. 
larly for product news and information. 57.0%, use Industrial Equipment News occa- 
105° 5 tntheateel Goal EN sionally for buying reference. 
Sj, road Incusinal Equipment News ecce- 4.5°/, use Industrial Equipment News rarely 
sionally for product news and informo- 
sin for buying reference. 
13.7% file Industrial Equipment News for ref- 
1.0% read Industrial Equipment News rarely saitiane 


for product news and information. 


50.6%, 


pass their copies along to an average 








of 4.1 others. 


Standard advertising representation in Industrial Equipment News still costs only $95 to 
$102 a month and as indicated above offers an unusually effective opportunity to place 
essential facts about your products before 52,000 operating, engineering and production 
men in the larger plants in all industries . . . when and where they are accustomed to LOOK- 


ING FOR their current requirements. 


CCA 








DETAILS? Write for "The IEN Plan" and 
for IEN's new NIAA Statement. 
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461 EIGHTH AVE., NEW YORK 1, N. Y. 
Los Angeles - Philadelphia - Pittsburgh 


THOMAS PUBLISHING COMPANY 
Boston - Chicago - Cleveland - Detroit 
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Advertising Volume Figures for 
March Issues of Business Papers 













1948 Total .6% (in Pages) Under 1947 
March 1948 Volume 2% (in Pages) Under 1947 














Page Page 










March 14s 1ni7 Gain % Gain Three Months 1948 1947 Gain Gain 
nd tr i li s 14 Industrial 90,272 0,171 + 1 9 
Trad 6,54 6,787 10 Trade 313 19,478 lf 
‘ ! yo Clas 6,975 7.44 i ) 
1 






Grand Total 8.404 ( Grand Total $0,924 81.412 i= 









Pages Pages Pages 
Industrial Group 1.48 BLE rd Industrial Group 1948 1047 Industrial Group 1948 IMT 
















































Aero Digest $*7 #87 Machine Desig: *207 e204 Tool Engineer $14 wl 
Alr Transport *28 e334 Machine & Tox B ‘ Traffic World (w.) 1¢ 

American Av t ' - Book (4%x6%) 278 271 Water & Sewage Work 

en mo.) { 1; Machinery 304 304 Water Works 

American B der 157 121 Manufacturer Record 1] 7 Engineering ; de 
Ame in Cit 0 Lar Marine Engineering & Welding Engineer f 

Amer in Machir t Shipping Review +92 ad PL West Coast Lumbermar * #124 

(hi-w.) * ©471 *O460 Mass Transportatior 15 34 Western Canner and 

American Printer 10 Materials & Methods 134 145 Packer . : 

Ar t il Chen t! 135 Mechanical Engineering 104 101 Western Construction 


Architectur I run 132 rte Mechanizatior 12 gq mend 
Architeectur Record Alé6! 128 Metal Finishing 72 65 Wand Cumeenetton & 
Auton tive Ind tris \ieta Progress 117 140 Ruilding Materialist ‘ 99 
en rn § 64 S30 Milk Dealer 117 114 Wood Worker e¢ eo 
A) t ! W es @*111 *1 RF Milk Plant Month} *"1 et 7 “pg + diehabet 
! ! 17! So et , Woodworking Dig - . ot 









hha i ‘ 7 25 (4%x6U%) 
Bedd Nf i4 Mining & Metallure 21 24 World Oil i*it "24 
The r | 1 Modern Machine Shop World Petroleun . 7 | 
iy , D g ‘ (414x6% ) 817 325 
Itt & ! rad *+4 *4i Modern Packaging bd ’ Total 7 
Trans] | 14% Modern Plasti« 7134 
It ! l’ropat N SS Modern Railroad 62 
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For Productive Results— 
Advertise 


In TSN 


With the December Business Paper edition of Standard Rate & 
Data, Transportation Supply News launched a year's advertising 
program of three ads in each issue, in the following sections: 






Motor Truck 
Materials Handling 
Railroad 











Here are reproduced the three different Standard Rate & Data 
advertisements which all reflect how your advertising in Trans- 
portation Supply News will assure you of tangible results—worth- 
while inquiries that you can convert into sales. 
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Refer to Standard Rate & Data, or write us direct for complete 
details. 
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Ad Volume Tabulation 


Pages 
Trade Group 1948 1947 
National Bottl« 
National Furn 
Review 
Photographic Trade New 
Plumbing & Heating 
Business 
Plumbing & He 
Journal 
Poultry Supply Dealer 
Radio & Television 
Retailing 
Sheet Metal Worker 
Southern Automotive 
Journal 
Southern Hardwars 
Sporting Goods Dealer 
Sports Ags 
Super Market 
Merchandising 
Syndicate Store Merchan 
dising 
Syndicate Store Merchan- 
diser (4%x6%) 


ating 


Total 


Pages 
Class Group 1948 1947 
Advertising Age (w.) 
(10% x14) 
American Funeral! 
Director 
American Hairdresset 
American Restaurant 
Banking (7x10-3/16) 
Chain Store Age Foun 
tain Restaurant Edition 
Cleaning & Laundry 
World 
Dental Survey 
Hospital Management 
Hotel Management 
Hotel Monthly 


rt218 


Class Group 


Hotel World-Review ({ 
(944 x14) 

Industrial Marketing 
Journal of the Americ: 
Medical Association 

Laundry Age 

Medical Economics 
(444 x6%) : 

Modern Beauty Shop 

Modern Medicine (semi- 
mo.) (44 x6%) 

Modern Theatre 

Nation's Schools 

Oral Hygiene (4-5/16x 
7-3/16) 7. 

Restaurant Management 

Scholastic Coach 

School Executive 
Equipment News 

School Management 
(9%x11%) 

What's New in Home 
Economics 


Schoo! 


Total 


Export Group 


American Automobile 
(overseas edition) 
American Exporter 
(two editions) 
Automovil Americano 
Caminos y Calles 
Farmaceutico . 
Hacienda (two editions) 
Hospital 
Ingenieria 
Construccion ese 
Ingenieria Internacional 
CS Free 
McGraw-Hill Digest 
Oficina Mecanica 
Moderna (quarterly) 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea Latin- 
americana 
Revista Rotaria 


Export Group 


Spanish Oral Hygiene 
(4-5/16x7-3/16) 

Taller Mecanico 
Moderno (quarterly) 

Textiles Panamericanos 


Total 


$includes a special issue 
*Includes classified advertising 
+Estimated. 
Last issue estimated. 
+Last two issues estimated. 
VLast three issues estimated 
®Two issues 
wThree issues. (Iron Age figu 
3 issues only due to strike.) 
tFive issues 
fAs of July, 
World Oil, 
“Pharmacy International pub! 
first edition in June, 1947 
41947 figures cover both Aviation and 
Aviation News, which were orp 
rated into Aviation Week as of Jy! 
7, 1947 
‘Operating Engineer published first 
regular issue January, 1948 
Aboes not include advertising in spe- 
cial Western section. 
As of Jan. 1, 1948, Hide & Leather @ 
Shoes became Leather & Shoes. 
@®Beginning January, 1948, Practical 
Builder changed its type pag: ize t 
7x10 inches. The 1947 figure con- 
verted to the new size. 
“As of January, 1948, Water Works 
Engineering became a mont! The 
1947 figures are based on tw sues 
1Formerly Analytical Edition of Indus. 
trial & Engineering Chemistry. 
Correction: Mechanical Engineering 
totals for 1946 and 1947 published in th 
January 1948 should have er 
1364 and 1223 respectively, inste 
746 and 523 
January 1948 figures for Railway Age 
should have read 309 instead of 
NOTE: The above figures must 
quoted or reproduced without pern 
sion. 


1947, Oil Weekly ecame 


ed its 


issue, 





FOR WHAT 


IT’S WORTH 








BY BOYCE CRAIG 








I was vulnerable, playing six 
spades double, when one of my op- 
ponents said, “My niece must have 
a suitable name for a fall shade of 
Monday, she is 


stockings by and 
. 


frantic!’ 

The hand was nearing the home 
took a 
hopper jump from cards to stock 
ings, and I rattled off 
came to mind. The name I promptly 


stretch, my mind 


grass 
a name that 
forget because someone velled “One 
down.” 

The following week the advertis 
ing-minded and 
ea Ou} 


won 


opponent called 


said, Suggestion for a hose 


and my rst 
thanks a lot.’’ | didn 


alas, I shall 


milady 


shade mece 1s mt 
grateful 
recall the 


know 


name, so, 


neve! when is weal 
ing it 

The 
| Saw the 


‘How 


responsibility to 


incident was forgotten until 


several weeks 
I said, “‘it 


pre \ ide a 


““mece 


later come,” was 

your 

name for your product 
“Oh,” she “We 


should contribute as much as pos- 


100 


said feel w e 


sible to our agency’s advertising, 
and by 


certainly 


working closely, we have 
attained wonderful re- 

sults.” 
“More,” 
“Well 


Because when I first went with the 


I begged. 
are we unusual? Maybe. 


company, we expected the agency 
to do it all. Then, we changed our 
attitude and found that our thinking 
and contribution, plus advertising 
knowledge and skill, worked like a 
breeze!” 

“And you help lots?” I asked. 

“Oh, yes. We don’t feel that, just 
because we pay the agency to handle 
our advertising, the advertising 
job is entirely on their shoulders. 
Shouldn't we help as much as pos- 
sible?” 

‘You should,” I agreed. 

Straightaway I returned to the 
othece, hopped on the phone, and 
made a half dozen calls to pursue 
the subject. The ad managers | 
talked to all had agencies, and | 
asked them much they con 


tributed to the work of their 


how 


agencies. 

“Not enough,” one said. Another 
replied, “We leave it up to the 
agency—we're payin’ ‘em, . 
we?” 

A third said, “We have a say-s 
naturally, but as for offering mate- 
rial help, I can’t say we do.” The 
fourth and fifth spoke similarly 

It was the sixth call that said, 
“We try to help our agency as mucl 


as possible; yes, we help develop 


the copy, suggest illustrations, even 
take some product pictures, etc.” 

I was glad I had called this sixt! 
man. For he, alone, seemed to feel 
that a company can double its ad 
vertising strength by availing itse! 
of every opportunity to work closel) 
with its agency, being shoulder to 
shoulder partners in an undertak- 
ing that will aid both. 

It’s instance 


“Two heads are better tha 


another 


LESTER E. MOFFAT 

Lester Eggleston Moffatt, 5 
of Electrical Merchandising si! 
died suddenly March 31 at 
York hospital. Mr. Moffatt 
associated with the McGraw-H 
lishing Company since 1924 an 
assistant edit 
ern editor, managing editor, 
tor-in-chief of Electrical Mercha: 
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streptomycitt 


















N FOUR brief years, chemical research and 
] engineering have taken streptomycin from 
a little-known drug classed “‘miracle” and put 
iton a large-scale commercial basis. And in the 
happening, costs were lowered to one quarter 
of their former levels. 


Now a big business, streptomycin’s story 
has always been closely followed by news- 
weekly CHEMICAL AND ENGINEERING NEws, 
has been regularly reported to 60,000 sub- 
scribers as each new industrial development 
occurred. Writing on the subject was done 
by leading industrial chemists, while special- 
assignment photographers visited plants to 
make the first photographic presentation of 
streptomycin production . . . a picture-spread 
which, by dint of enterprise, carried many ex- 
clusive pictures. 


Here again C&EN’s reporting through both 
words and pictures provided the process in- 
dustries’ largest audience with first coverage 


immediate readership .. . 


CHEMICAL AND ENGINEERING 


Published by the American Chemical Society. Advertising Managed oe 





T x 7 


REUNH (db PUBLISHING coRpor 


YORK - CHICAGO * PHILADELPHIA - CLEVELAND * ST. LOUIS - - SAN renee 
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lis NEWS 


.. when 
C&EN 
reports 


of important industrial news. Such continuing 
service gives advertising pages in the field’s 
only newsweekly a news-value and impact all 
their own, makes CHEMICAL AND ENGINEERING 
News the immediate-sales medium reaching 
industries whose manufactured products are 
annually valued at over $20,000,000,000. 





Merck ®& Co., Inc 





Streptomycin production at Merck & Co., Inc., starts in tiny 
test tubes Within a few days the microorganisms reproduce 
themselves billions of times, fill 15,000-gallon fermentation tanks. 


NEWS 
























































































British Industries Fair 
Attracts World's Buyers 


Great Britain's economic straits inspire 
Exhibition of consumer and industrial goods 
For export by three thousand manufacturers 


sritain’s campaign for an in- 
crease in her vital exports will get 
its second annual shot in the arm 
May 3-14 when this year’s British 
Industries Fair will be held. 

Three thousand British manufac- 
turers are cooperating in the fair 
and will exhibit both consumer and 
industrial products from 8&7 dif- 
ferent trades. 

Great Britain has withdrawn the 
last hundred million of her $3,750, 
000,000 credit, and has now turned 
hopefully to export. British sources 
have reported exports from Britain 
already are 20% greater than the 
\s part of the cam 


paign to increase this figure to 175% 


prewar level. 


of prewar, the fair is expected to 
bring potential purchasers of Brit 
ish goods from all over the world. 

In the all-out effort to attract 
purchasers, special services of all 


types are being offered. Foreign 


importers will get special trains, 


free bus services, extra gasoline 
rations, and free visas 
With many 


the fair, 


nationals coming to 
catalogs are being pre- 
pared with indices in nine languages. 
Interpreters and information ser\ 
ices also are being provided. 

Three sections of the exposition 
are being planned. Consumer goods 
and light industries will be shown 
in London at Earl’s Court and 
Olympia, respectively. Engineering 
and heavy industry products will 
be exhibited at Castle Bromwich. 
Birmingham. 
high 


Leather goods will be 


lighted in the display of consumer 


102 
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LOmpOR ane BrOmNCnAM 


BRITISH INDUSTRIES FAIR 





1948 


MAY 3-14 








goods. At the request of the Board 
of Trade, the Leather Footwear and 
Allied Industries Export Corpora- 
tion will organize a leather section 
to head this exhibits. 
Similar practice of emphasizing one 
product was followed in the 1947 


group ot 


Fair when the textile section was 
given prominence. 

Among products expected to be 
shown at the fair are new develop- 
Included in 
this group are Pyroc, a new build- 


ments in several fields. 


ing material; Aerocem, a new proc- 
ess for applying cement by spray; 
substitutes for linseed oil and wood; 
unbreakable spectacles; runless 
stockings ; a shorthand machine for 
blind operators; Alcian Blue 8GS, 





a new textile dye, and a new “brain” 
machine. 

The light 
Olympia will 
heavy chemicals, medical and surgi- 
cal instruments and appliances, and 


section at 
light and 


industry 
include 


office equipment among other prod- 


ucts. 
Metal ores and semi-manutac- 
tured metals, industrial processes 


plants, structural steelwork, gen- 
eral hardware and sheet metal work, 
materials handling equipment, and 
electrical generation and transmis- 
sion equipment will be among those 
products displayed at Castle Brom- 


wich. 


Postal Officials Clarify 
Plate Mailings to Canada 

No present or pending regulations 
bar mailing of printing plates t 
Canada, according to the Depart- 
ment of Finance at Ottawa. This 
clarification of the present confu- 


. . = J 1 
sion over import control was oD 
tained from Finance officials by the 
Canadian Periodical Press Associa 


tion. 
United States postal authorities 
in Chicago have indicated that ship 


ments of plates to Canada will be 
accepted if they are marked “Im 
portation into Canada Authorized.” 
This marking is required sinc 
Post Office Department is operating 
under a blanket regulation re/using 
mailing to all packages nol 
marked. Basis for this regulation 
is the difficulty Department author 
ties have had in the past with ship 
ments returned from Canada be 
(Continued on Page 104 
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THE CHEMICAL INDUSTRY in Latin America is serving 
oysters on the half shell these days. 

They do it in giant kilns like the one shown in 
the photograph. 

Here they burn oyster shells with coke. 

This is just one step in the manufacture of soda 
ash and caustic soda which are such important raw 
materials in a variety of industries such as: glass, 
paper, textile, ceramics, metallurgy, water soften- 
ing, gas, drugs, soap and food processing. 

In Latin America, as everywhere else, the heavy 
chemical industry is basic to all other industries 


INGENIERIA 
INTERNATIONAL 


LYGUS TULA | ; 


A McGRAW-HILL 


and it buys tremendous quantities of U.S.-made 
industrial machinery and equipment. 

And last year, Latin American industry as a 
whole spent more than 116 million $ for U.S. 
industrial machinery products. 

There’s a big demand in Latin America. And 
that’s why the key buyers and importers want to 
keep up-to-date with the latest products, methods 
and standards of your machinery and equipment. 

To do this, they read about it in Ingenieria Inter- 
nacional Industria every month. 

When you tell your Export Sales Story in the 
pages of Ingenieria Internacional Industria, you 
tell it to people who not only buy your products 
but influence the purchases made by others. 


INTERNATIONAL PUBLICATION 


330 West 42nd Street, New York 18, N. Y. 


Also publishers of: — Ingenieria Internacional Construccién * McGraw-Hill Digest « The American Automobile 
(Overseas Edition) * El Automévil Americano « Pharmacy International + El Farmacéutico * The Machinist 
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(London) * Annual Buyers Guides for Industrial Machinery, Construction Equipment and Automotive Products 




















































1948 officers of Associated Equipment Distributors elected at the twenty-ninth annual meeting 
include (seated—left to right) F. G. Knight, executive secretary; W. W. Bucher, executive vice 
president; A. F. Garlinghouse, president; C. F. Halladay, vice president; (standing—left to 
right) Eldon M. Farnum, treasurer; R. L. Arnold, vice president; V. J. Sheridan, vice president. 
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Export Marketing 

cause of lack of authorization undet 

Canadian import quota regulations. 
Representatives of the Canadian 

department have written the Peri 

odical Press Association as follows: 
“There is no restriction whatever 


on the import of printing plates, 


either in P. C 478 (Order-in- 
Council) or in Bill 3 (House of 
Commons) now before Parliament. 


“Any Canadian importer may 
bring in these plates without a pet 
mit from the Minister of Finance. 

“Your members may quote this 
as an official statement from the 
Emergency Import Control Divi 
sion of the Department of Finance, 
until such time as there might be a 
change in the regulations that might 
limit the import of printing plates 

no knowledge here of any such 


change being contemplated.” 


1947 Guia Award Announced 

The 1947 Guia Award for the 
advancement of arbitration in inter 
American trade has been given to 
the Camara Argentina de Comercio 
(Argentine Chamber of Com 
merce). A silver plaque, emblematic 
of the award, was received by Fred 
erick E 


the Pan 


Hasler, past president of 
\merican Society, for 
transmittal and formal presenta 
tion to the Camara Argentine de 
Comercio in Buenos Aires on April 
14, the Day of the Americas. The 
(quia Award was created by HWorld’s 
Business, and Guia, export business 
publications, and is sponsored by 
the Inter-American Commercial 


Arbitration Commission 
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OIT Selecting Advisory 
Group of Exporters 

Representative independent or 
merchant exporters and manufac- 
turing exporters are being selected 
for advisory groups by the Office 
of International Trade. They will 
assist in closer cooperation between 
the OIT and exporters operating 
under new export regulations. 

It is intended that regular panels 
of exporters will be selected accord- 
ing to the industries affected by the 
new regulations. Small task commit- 
tees will be drawn from these panels 
to study special licensing problems 
as they arise affecting certain in- 
dustries or commodities. 

Publish Latin American Guide 

The 1948 edition of Market Guid. 
for Latin America, published by 
American Foreign Credit Under 
writers Corporation, 170 Broadway, 
New York, has been distributed. 
Che guide lists more than 85,000 
buyers and agents, giving firm name 
and trade style, addresses, line of 
business, and a capital and credit 
rating. Included in the book is a 
market survey of each country in 
South and Central America plus 
Mexico, Cuba, Puerto Rico, and the 


West Indies 


Tariff Concession 


Schedule Published 


Tariff concession schedules agreed upon 
at the Geneva Conference are being pub- 
lished as a supplement to the International 
Reference Service 

he supplement includes 20 separate 
reports giving the new schedules for 19 
individual countries and a summary re- 
port on world trade and trade with the 
UL. S. of all signatory countries. Each re- 









port contains a description of the products 


I 


involved, the country tariff numb the 
general rates of duty, the new agreement 
rates of duty, and prewar imports each 


product from the U.S 
Reports already issued cover relations 
with Ceylon and Southern Rhodesia 


Others in progress cover Czechoslovakia, 
India and Pakistan, Norway, the 
United Kingdom. 

Other countries to be included the 
reports are Australia, Benelux, razil, 
Burma, Canada, Chile, China, uba. 
France, New Zealand, Syro-Lehanese 


Customs Union, Union of South Africa, 


and Newfoundland 





Mexican Government Sponsors 
Roving Industrial Exhibit 


The Mexican government is sponsor- 
ing a roving industrial exhibit in the form 
of a 33-car National Economic Recupera- 
tion Railroad Caravan which will tour 
the country during the next two years 
The train, scheduled to leave Mexico City 
soon, will visit every state in the country 
to present a practical demonstration of 
the Mexican industrial program during 
the past few years 


U. S.-European Industrial 
Design Firms Affiliate 


Van Doren, Nowland, and Schlader 
mundt, industrial designers of New York 
and Philadelphia, have affiliated wit! 
two design firms in London and 
in a move expected to open new inter- 
national markets for American materials 
and machinery abroad. The companies 
are European Field Research and Design 
Unit of London and Compagni 
L’Etude d’Equipments Industrials 
Paris. It is understood to be t 
formal arrangement between industri 
designers here and abroad. 


Canterbury Plans Air Delivery 
For 3 Latin Publications 


Canterbury Press has announced that 
La Farmacia Moderna, La Tienda, and 
Radio y Articulos Electricos, serving th 
drug trade, grocery and _ beveras a 
radio and home furnishing trades in ! 
America, will be delivered by a 
three U. S. points. The new system ts x 
pected to reduce delivery time frot 
weeks to five to eight days and to permit 


the inclusion of more news in editorial 
material. La Farmacia Moderna will & 
published in three regional editi and 


La Tienda in two editions 


EDWARD J. ALEXANDER 

Edward J. Alexander, 53, vi resi 
dent and director of Fuller & Smith 
Ross, Cleveland, died sudden! 
residence on March 25. Mr. Alexander 
was an account executive tl 


agency, and was active in the leve 
land chapter of the Council of | oreig” 
Affairs and in a recent fund-raising 


drive for Cleveland hospitals. 
a member of the Cleveland Adi , 
Club and the Army & Navy C/u? 
Washington, D. C. 
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; ESTE SEGURO, SENOR! If you think it’s simple to divide words into correct 
syllables, take a close look at the next letter your secretary hands you to sign. 
Unless she’s a Phi Beta . . . or a dictionary hound . . . she probably has trouble 
breaking words correctly at the ends of lines. Most everyone does . . . even in 
English. And it’s infinitely more tricky in Spanish . . . if one doesn’t know the 
language intimately. 

Correct word breaking is only one very small reason why many leading U. S. 
firms turn to our unique staff of Spanish-speaking printing experts for their 
Latin-American export literature . . . but it is indicative of our “know how’ in this 
specialized field. Our typesetters and proofreaders talk, think and work in Span- 
ish . . . their long training and varied experience in the regular production of 
several successful Latin-American business publications qualify them well to 
handle your Spanish language printing. 

So . . . whether you need (1) grammatically correct, sense-making Spanish 
typesetting, (2) quality, high-speed printing, (3) practical distribution of your 
printed matter, (4) authoritative, sales-producing marketing counsel, or (5) skilled 
assistance in copy preparation or translation . . . call a Maher representative. 
Let him show you the advantages of doirg the entire job the simple Maher way. 


send Now...,, SOhn Maher |?7ia?iig Company 
free copy of “Preparing Crcatorg of frre domeslic and export printing 


Effective Printed Matter DEPT. IM-I12 %& 200! S$. CALUMET AVE. *% CHICAGO 16 


for Latin America” 
SY ws = 


COUNSELING « TRANSLATION © TYPESETTING « PROOFREADING * PRINTING « DISTRIBUTION 
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Send for Reprints of Industrial Marketing Articles 


INDUSTRIAL MARKETING OFFERS the following re- 
prints of outstanding editorial features as a special service to 
its readers. Nominal charges are made to cover cost of print- 
ing and mailing. Unless otherwise noted below, reprints are 
sold for 5c each. Please send exact amount in coins, stamps, 
or checks with reprint orders to THE EDITOR, INDUS- 
TRIAL MARKETING, 100 E. Ohio St. Chicago 11, II. 
We cannot handle small credit orders. EDITOR. 


How to Avoid Eight Common Mistakes in Hiring Salesmen, by Burton 
Bigelow, November, 1947. 

Selling In the Buyer’s Market, by L. Rohe Walter, February, 1948. 
Education on the Selling Line, by P. R. Willmarth, February, 1948. 
Le Lourneau Tells How Its Ad Campaign Is Tailored to Reach Export 
Markets, by J. G. Van de Loo, October, 1947 

Birthday Party for 500,000, by Dan Dickow, December, 1947. 
McGraw-Hill Completes Census of Industry, by Hal Burnett, Decem- 
ber, 1947 

‘What to Put in Your Catalog . 
Column, November, 1947. 25c. 
*The Effectiveness of Repeated Advertisements, September, October and 
November, 1947. 75c. 

Try Motion Pictures for your Change-over Troubles, by Raphael G. 
Wolff, October, 1947 

When You're the Host, by Robert L. Fegley, October, 1947. 

Fifteen Sales Training Tools for Small Business, by Harry Simmons, 
October, 1947. 

Selling Industrial Products 
C. Bursk, September, 1947. 
The Honeymoon Is Over for Salesmen, by Don F. Wilber, August, 1947 
SHow to Determine the Markets and Buyers for Industrial Products, 
by A. R. Venezian, August, 1947. 25c. 

How Advertising Can Reduce Unit Sales Costs, by Charles S. Wilkinson, 
April, 1947 

Pricing Industrial Goods for Sales and Profits, by Joel Dean, April, 1947 
#The Orchestration of Type, by A. Raymond Hopper, March, 1947. 15c. 
'250 Leading Advertisers in Business Publications, February, 1947. 25c 
Business Paper Advertising Volume Reaches $178 Million in 1946, by A. 
R. Venezian, January, 1947. 

Advertising to the Building Industry—The Copy Chasers Column, De- 
cember, 1946 

Design For Selling, by Thomas G. W. Nevell, December, 1946 

“Pennsy” Cements Traffic Regulations by Publicizing Industries It 
Serves, October, 1946. 

How to Cut Servicing Costs on Inquiries, by W. Irvin Brennan, Sep- 
tember, 1946 

Industrial Advertisers Seek Ways to Offset Rising Expenses, September, 
1946. 

Bloody Footprints in the Snow (NIAA Conference Speech), by John E. 
Wiley & Chapin Hoskins, August, 1946. 

How Local Market Analysis Helps Distributor Sales, by G. H. Kent, 
August, 1946 

Advertising Space in Business Papers During 1945-44, August, 1946. 
An Engineer Analyzes Industrial Advertising, by Harvey Pardee, and 
White Shirts or Overalls, by Harry L. Harrison, June, 1946. 


. and HOW—tThe Copy Chasers 


with the Accent on “Selling,” by Edward 


{This reprint contains 11 pages and can be obtained for 25 cents. 

*This reprint contains 12 pages on a summary of the Repeat Ad Study made 
under the guidance of a special steering committee of industrial advertisers, 
agencies and publishers. Single copies can be obtained for 75 cents, 10 or more 


cents each, and 25 or more are 25 cents each 


§This reprint contains 16 pages and can be obtained for 25 cents 
#This reprint contains five pages and can be obtained for 15 cents. 
+This reprint contains nine pages and can be obtained for 25 cents. 








Kelly Joins McGraw-Hill 
1 J. Kelly has b 


presentative lor 


Raymor 


advertisi: 


Indiana, ar 


Hill Inter: 


represent 


jenicria 


; 
ingcmerta 


Mr. Kelly form 


sentativ: 


106 


Triple Mill Supply 

en appointed Convention Scheduled 
Michigan, 

| Louisville, Ky., by McGraw be held April 26-2 
ition: orpo He will [he convention is 
th w-Hill Digest, In American Supply & Macl 
Industria and turers’ Association, the 

nstruccion & Machinery Distributors’ 

and the Southern Supply 

\ssociation 


8 at Atlantic City, N. J 


held 


mery 


Internactonal ( 
rly was advertising repre- 


for the Ch Sun Distributors’ 


Che Triple Mill Supply Convention will 


jointly by the 
Manufac- 
National Supply 
Association, 
& Machinery 


[CONTINUED FROM PAGE 55 


Catalogs 


The paper 
catalogs has invariably been le/t to 
the printer. With paper for cata- 
logs again becoming available it js 
essential that you know which paper 
stock is best suited for your cata- 


choice of stock for 


logs. 
Some very practical suggestions 
to consider are: 
1. Watch the Weight. 
a dummy made wy 


Befors 
proceed, have 
the stock you plan to use to cl 
the mailing weight. Perhaps a lig! 
weight stock may save you hundre« 
of dollars in postage. 

2. Check the Printed Surfac 
you plan to use halftones, check th 
printing surface for the proper half- 
120 screen 


need a Cf 


tone screens. If you use 
or 133 screen, you 
stock, while 100 screen can be 
on MF (Book stock include 
“coated, super, S&SC, MF and | 
Your paper printer 
gladly show you the differences. ) 
don’t forget to check the grain 
3. Check the Folding Oua 
Certain enamel stocks will not perm 
folding without cracking. Ask 
printer for advice on this point 
$. Postal Requlations. Many 
advertiser has gotten into difficulti 
because of his lack of knowledg 
postal Catalogs of 
ce 


pages or more (size of page d 


ste ck 


y' rbhe r or 


regulations 


matter) can be mailed for two 

for 1 cent up to eight ounces. A 

log with less than 24 pages costs | 

cents for each two ounces or tract! 

thereof, not exceeding cight ounc 

All these are fundamental points 
well worth looking into every time 
a catalog. Too many 
make up an attractive 
dummy, have the cuts made and the 
; llow- 


you initiate 


advertisers 


type set only to find that no a 
< 1 

ance has been made for bleed or the 

economi ally 


iob will not cut out 


from the paper stock selected 
Check These Selling Points 
It is a truism that attractive t 
setting and layout increase thi 
motion of 14 cl 
points on typography and n 


sales. These 


warrant your consideration: 

1. Are margins correct? Th 
examples of bookmaking all sh 
margin, the insid 
being the nart 


outsid 


graduated 
upper margins 
and the bottom and 
Your 


haps cannot bi 


wider. catalog margins, 
as generous as ! 
of handsome books, but still the 
be attractive 

2. Are re 
logs are not 
The reader's attitude is entire! 


(Continued on Page 11 


1ding lines short 


read like news} 
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. . » OR YOUR SALE MAY VANISH! 


A plant directory, manufacturers’ register, or even a business 
letterhead will provide full facts on who carries what title. 


But none will tell you what you need most to know: who 
carries the weight that swings the sale? 


Herein are business’s ‘‘Mystery Men.”’ Their influence tran- 
scends any title . . . the power of their opinion can sway 
company policy or the choice of a replacement purchase. 


This is true top-level executive capacity. It indicates a wide 
experience coupled with intelligent curiosity about many 
things. And it best describes NEWSWEEK’'s leadership reader- 
ship — the largest in business and industry of any news- 


weekly or general business publication but one. 


Isn’t there wisdom, therefore, in putting your story before 
these keen minds that so regularly turn to NEWSWEEK? Ask 
our nearby representative for full details. 


Newsweek 


TO REACH THE MEN WHO MEAN BUSINESS 


» « « SELL THE “TOP 700,000” first! 








In Mexico, Cuba, | 
Central and 
South America 


nearly every textile 

manufacturer reads 
TEXTILES 
Panamericanos 


Just look how "'mill-town"’ has grown! 
Today, textiles are Latin-America's 
largest processing industry. When you 
have sold the textile mills you've sold 
the largest part of Latin-American 
industry. 


Export-wise sales and advertising man- 
agers who have a product used in any 
way for textiles, sell the textile indus- 
tries first . . . then go after the scat- 
tered, smaller industrial pieces. 


In more than one country, textile op- 
erations are greater than ALL other 
processing activities combined. 


Latin-America’s textile mill: 
lion's share of: 


buy the 


INDIVIDUAL DRIVE MOTORS 
PUMPS, COMPRESSORS, VALVES 
STEAM TRAPS, LUBRICANTS 
VARIABLE SPEED CONTROLS 
MUMIDIFICATION AND MATERIALS 
HANDLING EQUIPMENT 


that are sold for export. 


This magnificent market can be inten- 
sively covered with one, one only, 
business journal published in Spanish 
(including hundreds of paid subscrip- 
tions in Brazil) exclusively for Latin- 
America's textile manufacturers. 


Aetails and surprisingly 
low rates, write 


PANAMERICAN 
PUBLISHING CO., INC. 


570 Seventh Avenue, New York 18, N. Y. 
110 


For full 











A review of conditions within industries which influence 


industrial 


Chain Store Industry 
Sets New Record in 
Building, Remodeling 


N the face of construction diffi- 
culties, the nation’s chain stores 
set an all-time record in 1947 for 
store construction and remodeling. 
Reports from chains operating 
about 23% of all chain stores per- 
mitted Chain Store Age to estimate 
at year-end that $386,500,000 was 
modernization by 
2.88 times 


spent for store 
the field. That 
greater than the prewar record ex- 
penditure of 1941. 

Costs are about double those of 
1941; that accounts for a good part 
of the The remainder, 
however, is a huge sum and supplies 
clear evidence that much more than 
“normal” modernization work is be- 
ing done and will continue to be 
done as the chains forge ahead into 


sum is 


increase. 


the period of intense competition 
they all anticipate. 

In 1947 the 
10.1% of their existing units and 
built new stores equal in numbers 
to 2.9% of the total number of 
chain stores in operation. With the 
lifting of many 1948, 
the field is looking forward to an 


chains remodeled 


obstacles in 


even broader program of new con- 
struction and remodeling. 

Bigger and better stores are ob 
served in virtually all branches of 
the chain store field. Operators are 
more than the 
need to keep up with 


ever of 
and a little 
Yesterday ’s 

taken for 
lighting 


conscious 


the times. 
today 


ahead of 
innovations are 
granted; air conditioning; 


conceived as an integral part of 
and not as an 


treatment of 


good store design 
afterthought; 
available space (contrasted with the 
that 
rectangular ) ; 
the appeal of the merchandise and 
are not selected solely with an eye 
to economy ; and store fronts which 
put the store itself at least partially 


free 


old idea everything must be 


colors which enhance 


marketing procedure, by business paper editors 


on display as seen from the street, 
The field of store design has at- 
tracted many top-flight architects 
and designers. There is a challenge 
to these men which they cannot 
ignore: to plan machines for selling 
which utilize available 
device to move merchandise eff- 
ciently to the nation’s consumers, 
Throughout 1947, store 
operators were bemoaning the fact 
that high costs did not permit them 
to do all the construction and re 
modeling work that needed to be 
done. As the months wore on, how- 
ever, evident that the 
chains weren't going to stop trying 
to spend their modernization dollars, 


will every 


chain 


it became 


That they succeeded in doing a vast 
quantity of work (less than they 
wanted to, but more than _ they 
thought they could) is indicated by 
the results of the Chain Store Age 
survey. 

Store modernization is a major 


index to chain store progress. As 
long as the chains continue to be- 
lieve in the creed of better, more 
efficient stores, so long will they con- 
tinue to hold a leading position im 
ranks of those who serve the 
S. O. KayLin, editor, Aé 


E-dition, Chain Store 


the 
nation. 
ministration 


Age 


American Steel & Wire 
Fills in Ad Staff 

O. B 
assistant advertising 
American Steel & Wire Con 
U. S. Steel subsidiary. John | 


ppointed 
manager of the 
pany, 4 
McGrath 
ager of 
P Jumback 


merchan- 


Stauffer, Jr, has beet 


has been named assistant 
market development and C. ‘ 
has been appointed director 


dising market development. 


Phillips Resigns 

Stanley A. Phillips has resig? 
of Rock Products, 4 
Maclean-Hunter publicatior ( harles 
Hoefer, i a veteran R roducts 
salesman, recently manager \faclean- 
Hunter’s American Hairdress has re 
turned to Rock Products as 
manager. 


INDUSTRIAL MARKETING, April, 1948 


as pub- 


lication manager 


ve rtising 








dvertiser j, 


* 


Porm 
; 









STATISTICS... 


But 


In the industrial development and Public 
utilities field. Business Week during the first 
10 months of 1947 carried more than *twice 
as Many pages of advertising as the average 
of the othe; general business Publications. 
and more pages than any hewsweekly. Other 
long-time BW advertisers in this classifica 
tion include the Indiana Depa: tment of Com- 
merce & Public Relations. Kansas Industria! 
Commission. Metropolitan Oakland Area 
New Jersey Council 


Department of Eco 
nomic Dey, elopment. Commonwealth of 


Pennsylvan 1, American Gas Ass’n 


Based on Publishers Informati. n Bure 














. not unless you're lucky. And you can't \ 
expect to cover the prosperous Middle At- \’ 
lantic construction equipment market un- 


less you concentrate your fire. 


The pages of Constructioneer are 
your most effective weapons for directing 
your sales message straight to the target— 
the 8,500 men who purchase construction 
and public works equipment in this vital 


five-state area. 


For the best results from your advertis- 
ing, place it in Constructioneer . . . the 
basic publication for the engineering con- 
struction and public works industries in 
Pennsylvania, New York, Delaware, Mary- 
land, New Jersey, and the District of 
Columbia. 


229 State Street . . . Harrisburg, Pa. 
78 State Street . . . Albany, N. Y. 


Constructioneer 


new vores 


Engineering Work in New York, Pennsylvania, New Jersey, Maryland and Delewar 








For Basic Information On Industrial and Trade 
Markets—and the Publications Which Serve Them 


see the 556 pages of data covering 86 primary 
markets—specifications, rates and circulations of the 
2,100 business papers serving U. S. and Canadian 
industry—and the factual presentations of over 200 


leading publishing organizations . . . in your 1948 
THE INDUSTRIAL MARKET DATA BOOK 















[CONTINUED FROM PacrE 42] 


Slide Rule to Typewriter 


our past literature has ever said 
about it . . . what our competitors 
have ever said . . . what our engi- 
neers say . . . what our salesmen 
say ... what our customers say .., 
everything indexed, checked and 


double checked. 

Even the dewiest creative writer 
gets misty-eyed with joy when he 
sees these studies. With them, he 
can write literature that’s as techni- 
cal as an ode by Einstein and yet as 
salesminded as a carnival barker’s 
pitch. 

These studies take time to do, 
They require the attention of a 
skilled editor with the gift for see- 
ond sight. But when you have one 
of these studies in hand — it’s the 
golden key to your customers’ order 
books. No flimsy, phony stuff, no 
trumped up sales points, no falsies 
hiding flatties just the umnvar- 
nished, naked truth, still the best 
sales convincer in the world. 

Obviously I have made no effort 
to describe the detailed workings of 
the three devices mentioned above. 
And for a reason. They are tailor- 
made for our organization: 

1. Our training of engineers to be 
writers depends on the existence of 
a highly developed graduate train- 
ing course with a large enough en- 


rollment so that the one-in-a- 
hundred average takes care of our 


turn-over needs. Just hiring grad 
uate engineers may, in many cases, 


result in developing frustrated 
young men, yearning for the slide 
rule instead of the typewrit 

2. The ad liaison organization de- 
pends on the existence of ; lot of 
separate and distinct product de- 


partments. Few companies have 
this problem as acutely as Alhs- 
Chalmers. And it takes a rather 
acute situation before managemen 
is willing to permit the estab 
ment of such a system. 


3. Product studies, too, best 
justified when you have large 
sales force which, by its s $1Z@, 
obviously cannot know e thing 
about everything. So you | to 
tell ‘em all. | 

Actually, the important ng 8 
that you don’t become ishet 
merely to pick up and us¢ tte! 
of psuedo technical tet ogy 


that fools nobody 5. 2 ee 


prospects. 
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JANUARY 1, 1948 


MARCH 1, 1948 


WRTY BILLION DOLLARS . that’s the amount of money 
required to rebuild U.S. air supremacy in the next five 
vars. Our Administration, our Congress, our military and 
wiation leaders agree that we must do this if America, as 
te leading world power, is to maintain world peace and 


rder. 


\or can we stop there. We must continue to spend, say 
national leaders, $10 billion yearly to maintain this 


ar Supremacy . 
One of America’s greatest industries 


‘The air power we must have presages a vast new indus- 

” These are the words of the Congressional Aviation 
filicy Board. Aviation will again become one of the larg- 
stof U.S. industries —larger than the giant automotive 


ndustry 


What this will mean to your business 
he impact of $40 billion of aviation spending will affect 
“ery business in this country. Your planning, beginning 
‘ow, mu 
tumerab| 


embrace the effect on your business of the in- 
product and service requirements of aviation. 


The sale approach to the Aviation Market 


‘lation . one industry, not many. As the Congressional 


MAGAZIN 


now. 


AVIATION WEEK 


AVIATION 





viation by 1952 


—“We need a greatly enlarged air force, right 


°? __ President’s Air Policy Commission 


FEBRUARY 9, 1948 —“‘U. S. policies must remain continually adjusted 
to the requirements of total air power.” — Air Co- 


ordinating Committee 


— “We must have air power that is supreme. We 
cannot have less.”’—Congressional Aviation Policy Board 


Board expresses it, “National air power is an entity not 
fundamentally divisible as a weapon or as a carrier.” Air 
power is the total aviation activity—military, commercial 
and private. This is the key to your aviation sales job. 


How Aviation Week serves your sales requirements 


Aviation Week was specifically designed to serve the in- 
formation needs of all men in the aviation business. Its 
editors report every important development in the science 
of aeronautics and assess its effect upon all activities with- 
in the industry. Its editors also recognize the need for the 
greatest possible speed in the communication of aero- 
nautical intelligence. 


Aviation men must get all the news—and the mean- 
ing of the news—and they must get it fast. Aviation 
Week is the one aeronautical publication geared to match 
the need and the speed of aviation. 


In the development of your marketing plans to serve this 
great U.S. industry, we submit Aviation Week as the most 
powerful single sales influence you could place behind your 


product. 


McGraw-Hill Publishing Co., 
N.Y. 18, N.Y. 


Inc., 330 West 42nd St., 


ABC 


BUSINESS 








| CONTINUED FROM Pace 106] 10. Are borders economiy Some 
pages which are loosely ranged 


Wa nt to Catalogs need a border to give them mpact- 
ferent. We must, therefore, do every- ness. When one is used it uld be 


Cc msiderec 1 | “ con 
thing we can to get the catalog read | from the econ cal 


a | e S » {fre columns right width to a well as from the artistic 
commodate desired type and plates? view. 


Large type in very narrow columns ll. /s color properly pla The 
the make almost as uninteresting an ap- object in using color is not merely 
pearance as small type in wide col- to make a better looking book, byt 
umns also to make the reader n inter- 
F A S Y $. Can indentations be tmproved? ested in the book. Color ild be 
The amount of indentation depends used to draw the eve to tl eading 
upon the width of the columns. matter. Color should be placed stra. 
Sometimes it is advisable not to have tegically so as to lead the reader along 

any indentation at all. Again, it may through the body matter. 


be better to set the first line flush 12. Has we 
and indent the rest of the parnerash < las orname ntation n Spar- 
>. Do initials fit? Initials are —s ‘d The object of your 
strong eye-attracters. They afford an catalog _ sell goods. Your am 
object in introducing ornamentation js 


introduction to the reading matter 





to so dress up the catalog that your 
merchandise will show up to better 
advantage. Where the ornamentation 
is too elaborate, it diverts attention 


ind should be used sparingly. They 
also serve to brighten what might 
otherwise appear to be a dull page 


by adding a pleasing touch of orna- : 
from the story, thus missing its 
mentation ’ 


— . bject 
a 6 lre headlines balanced Head — 
13. Has allowance been made for 


lines, since they are used for main 
special display? In every catalog 


Well — one way to do so is to 
concentrate on those who can 
afford to buy. There’s where hae, susie ‘Meat ineuniiaiiad 
you'll make most sales with Running heads tend to interrupt the out, so that they can be featured t 


least effort — your most profit- reader's thought. The space taken good advantage. Special display also 
breaks up the monotony of the cata 


features, are prominent and should : 
harmonize with one another the re are items of special importance. 
= [hese should be arranged in the lay- 


able sales. up by these heads could be advan 


tageously used tor other purposes 


log and helps keep the reader's in- 





Q as, al terest alive 











placed ¢ t attention is Breathes there a catalog without 


cellent selling point to put a sub- illustrations ? Photographs, draw- 
head on ; ag very now and then, _ hin rint , , , 
' , es, Dluepr S or co Inations Oo! 
so that the reader's eve will focus 5 2 mbimnau ( 
on certain points or subjects that you art techniques must accurate ly show 


wish him to notice Subheads make the pre rduct, fit the text, and suit the 


reading easier paper. They must have life, actior 
Ih important item in : 


a and uniformity in treatment 

ho Oi ition on the page? The 

catalog page h 1 optical center, Become familiar with the type of 
Everybody knows that “Yacht- a point to whic eye naturally illustration which gives the clearest 
ing” is a first market for the goes at . Get your most 

re of boats and boating equip- important item in this space 

ment. But have you stopped to ee 
think that the yachtsman who | | / ee 
reads “Yachting” is also a pre- : : Z 
ferred prospect for all fine 
products that appeal to men? 
He can afford them. He likes 
what he sees in “Yachting” and 
he’s able to buy what he likes. 


Continued on Page 145) 
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YACHTING PUBLISHING CORPORATION 
. PICKING WINNERS IS TOUGH. So say these judges in one of the seven div 
205 E. 42nd Street © New York 17, N.Y. . : ae sod c 
. Sixth Business Paper Advertising competition, sponsored by ABP: (I. to r.) G. A. 
Vel. Murray ts 4SS88 graph-Multigraph Corporation; W. S. Leech, G. M. Basford Company, and 1 
Laub Baking Company, all of Cleveland. Winners will be revealed April 30 
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Kg I. coxswain bellows, Five, you’re late. Bow, you’re fast. Three, put your 
shoulders into it. Yes, it takes all eight to win the race. 


Distribution Age has been both coxswain and coach of distribution, 
urging the integration of all eight basic phases* to achieve lower over-all 
costs to industry and consumer. Just concentrating on reducing handling 
cost by using mechanized materials handling equipment may help that 
particular phase, but it won’t do the man-sized job of reducing over-all 
distributive costs. It takes all eight phases to win that “race”. 


Each month Distribution Age publishes fact-finding articles written by 
businessmen for businessmen, presenting practical applications further- 
ing the lowering of distribution’s costs. 


Each month Distribution Age reaches 38,995 purchasing-executives (there 
P 9 7< , , « « ; 

are 2.73 readers per copy) who are constantly seeking new methods, 
equipment and services that will reduce the cost of distribution. 


Each month Distribution Age opens the doors for advertisers to this 
highly concentrated market with economy—and results. 


*Handling, Transportation, Finance, Insurance, Warehousing, Packing & Packaging, 
Marketing, Service & Maintenance 


DISTRIBUTION AGE 


THE MAGAZINE THAT 
100 EAST 42nd STREET « 


INTEGRATES ALL PHASES OF DISTRIBUTION 
NEW YORK 17, N.Y. © Telephone: MUrray Hill 5-8600 


REPRESENTATIVES IN LOS ANGELES. CAL. * SAN FRANCISCO, CAL. a ensures ) paeaseanen 
CHICAGO, ILL. * PHILADELPHIA, PA. * CLEVELAND, O. * SEATTLE, WASH. 
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Product Names... 











machine’s features. And _finalh 
comes the model numbers and we 
end up right where we started, o; 
a little more confused, with Litt} 
Gem Johnson-matic, Duo-draulic 
Model 248—1xP Large. In all sin. 
cerity, the man who put the handle 
















on this job expects the buver to 

know exactly what it is al! about 
| ouwe «@ : 
| This is no exaggeration. Just refer 






to any technical paper or industrial 
bulletin, and you will get an even 
more exaggerated example of nam- 









ing. 
Regardless of how well known 
your company is, never assume a 






trade name will immediately and 
unreservedly establish your product 


TOP MANAGEMENT'S preference for MILK PLANT | above your competitor’s. You may 









MONTHLY as an advertising medium can be summed | think you have a world beater in 
up in one word... RESULTS! | such a name as “fleximatic hyper- 

sensitive gimmick” but refer to am 
Prompt reader response and constant results at low cost recognized register of trade names 






and you will probably find other 
products called the same thing. 






per reader . . . Truly the best yardstick by which a pub- 
lication can be evaluated. | 







Name a Machine for What It Is 





The wealth of Factual Data, Editorial Excellence and 







helpful hints on "Best Practice" in the industry insures In carrying through the naming 
M.P.M.'s being read from Cover to Cover. procedure: once your product, de- 

vice or machine is successfull) 
Advertisers know that Milk Plant Monthly readers are placed under a recognized grouping 
those whose YES counts most . . . Reach the men who accepted by industry, proceed with 





a critical analysis of the machine 


DECIDE thru the publication which has HELPED them or product itself. Make a compre 


decide . . . Since 1912. hensive list of the machine's fea- 


Lad 






_ . tures and bring out everything tha 
Vv wr . 
Consult your Advertising Agency or write today for ie atrachorally iempettant, Makin 


detailed information and rates. othen Cet of what tee each: Om 
and the reasons why it is able to do 


' d different things. Then prepare 
migegenct 0. i ve sahich 
I n on third list showing the uses tor whic 
[INDUSTRIAL MARKETING $ the machine is designed. With these 







MARKET important facts before you, star 
327 SOUTH LA SALLE STREET, CHICAGO 4 DATA BOOK assimilating and reducing the con 
plete listings into as few words as 









— —_— —- —— ‘ possible. 


This is really tough going, 



















keep reworking the deseripti ve de 
: . tails until you get them into as fe" 
s % of Market Data Book Subscribers words as possible. Then sclect th 
wee WF in making up schedules. final name that will: 
(1) Associate your co! 1 
If you are one of the 41.4°%/, who don't use it for this purpose shouldn't with the product 
you consider turning over a new leaf? Could be that you're missing (2) Name the product 






? 
3) Tell what it is 







something that would be of as much value, as great an aid in simplify- (3 

ing your work, as it is to thousands of other industrial advertising This seems hard, and honestly! 
executives. Why do it the hard way when there's this splendid, sharp- is. But with perseve | 
cutting tool right at your elbow to cut away most of the red tape and selectivity of descriptiy a y = 
detail? Reach for your Market Data Book now! can usually give the con we 


and in two or three w 














A A MN 
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| MacRae’s Blue Book 


The Complete Buying Guide 
I for Every Industrial Product 


U 


t refer SAG IP Aa ee 
istrial ~. Mae ‘ 

1 ever Book Cc Book 
Cc ATUL 
cnown 
ime a 
y and 
roduct 
1 maj 
yper- 
tO an) 
names 
other 


oO 
. 


It Is 


aming 
# de- 


pv Efficient 
re a More Accessible 


More Manageable 


For advertising rates 


call your agency or 
write to MacRAE’S 
BLUE BOOK COMPANY 
18 E. Huron St., Chicago, Ill. 
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Preferred for Reference 


MacRAE’S BLUE BOOK is preferred 
for constant daily reference by thou- 
sands of important purchasing and 
specifying officials. For 54 years it 
has been the most complete, accurate, 
and easily accessible industrial pur- 
chasing directory a// in one book. 


The “Cream of the Crop” 


No single edition of any industrial 
reference directory circulates to more 
than one in eleven of the 200,000 
manufacturers of America. MacRAE’S 
BLUE BOOK 18,000 circulation 
reaches four of those eleven within 
five years and is sent unfailingly to 
the “cream of the crop” of purchasing 
and specifying agents every year. 





Proved Accuracy 


The proved accuracy of this complete 
industrial directory of America is the 
result of unending compilation based 
upon time-tried experience. A large 
staff of especially trained personnel 
is continually at work checking, cor- 
recting, adding to and eliminating 
from the voluminous amount of data 
contained in each issue. 


Controlled Distribution 


Each year, 18,000 new copies are dis- 
tributed to 18,000 key purchasing 
and specifying officials in industrial 
America. This distribution is based 
entirely on buying power: that is, the 
capital rating of each company and 
its standing in industry. Each adver- 
tiser is assured that his message cir- 
culates to the largest units of his 
major market. 

Old copies are returned and re- 
distributed to a long waiting list of 
secondary firms. Redistribution of 
copies may continue for five successive 
years after publication. It is conserv- 
atively estimated that over 75,000 
copies are actually in service at any 
given time. 


Advertising Effectiveness 


Keyed advertisements have proved 
in quality of inquiries—and resulting 
business in dollar volume per inquiry 
—that MacRAE'S BLUE BOOK main- 
tains a position of superiority and 
trust which is unique in the entire 
field of industrial advertising. 

In countless instances, purchasing 
agents to whom time is a precious 
commodity have stated their prefer- 
ence for this directory because the 
information is so quickly and easily 
secured. 


Your name in MacRAE'S BLUE BOOK 
is your most important advertising 
investment. 





‘*... the most interesting, 
informative, challeng- 
ing and refreshing 
brochure I’ve read in 
over 10 years!”’ 


That's what a 
nationally known 
executive writes us 
about 


“The 
Story of 
Western 
Industry” 


YOU MAY FIND iT 
HELPFUL TOO! 


Twenty pages of illustrations 
and data that answer such 
questions as: 


Just where is the West? How 
long will the industrial “boom” 
last? What's happened since the 
War? What about Westward 
Migration? Population Growth? 
The West’s Natural Resources? 
Why 
proof? How does the West com- 


is the West depression- 


pare with other industrial areas 
in terms of per capita income, 


population gains, construction 


volume, buying power? 


WRITE US TODAY 
IF YOU’DLIKEA 
A FREE COPY! 





WESTERN 
INDUSTRY 


Cing Publication 
STREET 
Calit rnia 


93 MARKET 


San Francisce 





PROSAIC mailrooms, trailers 
play 


psychology. 


trucks and 
CCA's 


attention to 


their role in overall sales 


Careful 


employe 


design 
productivity, morcle; 


that 


improves 


foster conviction Container 


helps 


is stronghold of contemporary design. 


{CONTINUED From Pace 39 
CONTAINER 


Still further conviction of Con 
iners role as an authority in 
design is gained through a unique 
by-product of Egbert Jacobson’s 


st om 


standardizing descrip 
il matching of colors. 

“Color Har- 
mony Manual” and its companion 


de\ el 


expert 


the unique 


lor Llarmony Index,” 


tainer color 


(sranville from the 


of German physi 


(Ostwald. The manu 


the comment, “excep 


vell suited to serve also as 
lor standards for general 


‘rom the National 


Standards, Selling at 


Bureau 
S125 a 
py it tinds daily use in more 
ial 1.000 companies. 


Ny Paepe ke’s 


and institutional advertis 


interest in mod- 


ern art 
ing does not result in neglect of 


sales promotion 


‘Packaging re 


brochures set 


tandards in graphic treat 


ment for direct mail. Terse “tell 


all” copy ts loaded with sales 


‘reason why ai Opy like this: 


more 
listribution 
pac k 


ie time formerly re- 


worker now can 
+1 


rate one machine 


well hippiny 1 
i aS shipping arn 


' 
cKeTS as 


arehouse men prefer to handle 


Torkel Korling 


the lighter case, tr 


ards of nails and 


The 


vertising 1 


| I 


displays _ In executive 


showmanship of p1 


echoed in ex! 


offices de signed by Herbert 


now a staff consultant 
furniture created 


Maria 


tional 


tainer by Bergs 


nese ex-actress and ex-sSecl 


furniture that 
in Fortune for March 

sign laboratory that cai 
the severest skeptics tl 


} 


the guess work can be 


from pac] re design 
Here, at the 35th sti 

carton plant in Chicag 

facilities 


ized permit 


] 


study of packagt Ss and 


principles under cond 


those ta 


ly paralleling 
petitive selling. 

Top sales and advert 
ecutives of companies ¢ 
package design or red 
watch tests of relative 
legibility and sales ap] 
can sce package eng 
work, 


with the aid of a coll 


creating individu 


indexed carton style 
samples of 35 grades « 
\nd they can concent! 
rect presentation of | 
recommendations and 
in an atmosphere that 
viction to the idea tl 
er’s designers, engine: 


duction men know pac! 
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imis Shafer, supt....Martin A. Walter, vice-pres....C. BE. Wheeler, manager,..Peter 

5, Wayner, Sr., gen. supt...U. V. Solank, ptg. master....Walter Bischoff, supt.... 
yennd's avy, loom fixer...Clinton Grossman, president...Allan Margolis, chem...1,A, 
ester Facht, knitter...Kggmheth BE. Spgs, colorist & dyer...John 





<i hemist...John Sc t, foreman...C.W. Churchill, vice-pres. 
ass't treas...Wm. H. Forniey, overseerg..Jess David, loom fixer... 


G GOO . overseer... Stanley 
{4 erseer,...d. 






» owner...William 
»Goron M. Hender~ 
erseer...Dan 









export merg7.tre rewpeer...Chas. Greghorn, dye foreman..J. HE, bcodieinas 
sech, eng ber... Willian H. Pratt, foreman....Joseph G. Zi fchock » owner,..X. Seel, 
mgineer...Edward P, spn le ———— . ohn G, 
Saunders, overseer... Yasaval 

‘llen, supt...Walter Owens, 
Bolton, foreman...Gerard Ho 
5, Swaine, overseer...Harry 
werseer,..George Papai, su 


supt...J. L. Whitley, overs 
¥, Craig Furr, pres...J. W. 






















... and that’s just part of the story! 


The 13,957 inquiries, by actual count, which we Om. se 
forwarded to advertisers represented the indirect 


response to our “Helpful Booklets” pages — 
"cKenna, overseer,..Ralph = a no telling how evel inquiries soo seotarns 
Davis, supervisor...W. L. © received direct, for T.I. carried their names and aibel, 
vorks manager...Jesse De Ly addresses plainly. io fF. 
Yalacelli, manager...Lesli Compelling evidence of this high readership T.I. lynch, 
supervisor...Gerario Ruiz gives its advertisers is reported by one advertising ter T. 
Bachinger, ass't mer...S. M manager (name on request) who is using two CCT. oe 


national textile publications. His records, cover- rseer, 
ing a period of 6 years show T.I. producing 76% 
MORE inquiries than the other paper, with T.I. 


James A. Chapman, Jr., ass! 
seek, McDowell, foreman... 


T A + D T “9 . 

John aed McPherson, Jr., par leading in each of the 6 years. 

Seee «te li, Farlow, gen. mg There are many other sound reasons why T.I. : nl 
seorge Lodge, supt...Andrew should be the No. 1 textile paper on your list. If 

lanasse, chemist...C. S. Sm you want to fully develop the increasingly attrac- chen. 
engr...John Rink, partner.. tive textile market, see to it that your advertising AZCT.« 
Clifton BE, Guenther, overse appears in TEXTILE INDUSTRIES’ 21,000 copies ptees 
Boyce Covington, overseer... monthty. Cl. oe 





M. M, rs .ylor, gen. supt..5. 


t. teeE. J. Gidbd 
seadovesh Ac Gg ~=OTEXTILE INDUSTRIES 


o..A. Je Wie 
Robert, chemis 
Jeremiah, supt 
M, Gav: 
Richard Ss, Flo 
hah 

vONeNn, TCSsee 








Textile 2 bo esietie oeeeeeeelanl The Production and Management Journal of the Textile Industries 
eS |) dusty] Cfhes GRANT BUILDING e ATLANTA 3, GA. 







There is a TEXTILE INDUSTRIES representative near you: 


Arthur C. Shaw, 11 Monroe Rd., Wellesley Hills, Mass. (Wellesley 3648). Olsecee 
Wm. K. Hoffman, 26 Bowdoin St., Maplewood, N. J. (South Orange 2-2484) 

L. E. Allen, 1101 Security Bidg., 189 W. Madison St., Chicago (Graceland 6266). 
A. E. C. Smith, 206 Auditorium Bidg., Cleveland, Ohio (Cherry 7452). 

J. D. Parsons, 63 Barker St., Buffalo, N. Y. (Garfield 5532) 

W. A. McGee, Box 562, Charlotte, N. C. (3-4932). Clecee 



























eens: veeAs L. B. Chappell, Auditorium Bidg., 427 W. 5th St., Los Angeles (Michigan 9849). 

i, PF. Fo llings t mer. 
rook, Warne “E+ eeee 
Sylves: ~ Holl —— eye son, engi- 
Neer... . A, Heafner, gen. W.R.C ohn » Weatlag, owner. _-Lionel Saha: overseer, 


*eeClir on Grossman, pres.. SMITH rader, supt...Anirew Mautner, director....W. 
lasnic secty...John H, Moryyiyyanwe .Ceorge J. Cassidy, foreman....F. Max Lohse, 
wersee .. Trevor L. Davies, s...Melvin D. Cobb, ass't supt....S. C. Summey 
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By Every Means At Your Command NEW Data 
Investigate The New Industrial on Media| 


0 P P 0 R T U N T E § The following changes in business p,. 


per specifications have been announced 
since the Market Data Book numbe- 


In The Lower M is S is S ip pi Va lle y of Industrial Marketing went to pres: 
Name Changed 

Mill Supplies, a McGraw-Hill 
publication, will be known as / 
been, and is, taking place throughout this dustrial Distribution effective wit 
the May issue. 


Rock Products 


New rates now in effect for R 











The industrial transformation that has 


area, offers the construction machinery 
and materials manufacturer a prime op- 
portunity for selling his wares . . . and Products, published by The Mac- 
CONSTRUCTION NEWS MONTHLY lean-Hunter Publishing Corpora- 


tion, Chicago, are: 
12 Tin 


furnishes the most direct, economical 1 Time 6 Times 12 
’ 1 page ........$350 $300 $270 
means for reaching the contractor and 2 eeme........ 245 125 ‘17 

, : 1/4 page ........ 125 105g 
public official, as well as the engineer and bt a 0 @ 


Colors: $600 extra per page fo 
: : standard red, blue, orange, gree: 
these industrial changes. ate elas 


architect, who are the advance guard for 


Electrical Engineering 

MAKE PLANS NOW TO CONCENTRATE YOUR SELLING Be ee ane ell 
EFFORT IN THIS INDUSTRIAL OPPORTUNITY LAND. February 1, 1948: 

Size 1 Time 6 Times 12 Tin 

— IN OUR FIFTEENTH YEAR — oe ee oe ae 


2? page ...... 209.00 175.00 


1 R U ¥ 3 page ...... 151.00 = 125.00 
« I @) N 4 page 120.00 100.00 
l poets 06 O00 Ri) ON) 


6 page 





1/8 page ...... 72.00 0.00 


NEWS MONTHLY |] siistion pusiications comin 


Air Transport, a monthly, an 


Aviation Week, both published by 
= ombinet 


Reporting McGraw-Hill, have been 
CONSTRUCTION acrivinies | | into a single magazine. The chang' 
In Oklahoma, Missouri, Arkansas ~ is effective with the issue of Apr 


Tennessee, Mississippi and Louisiana . ea 
wd 1. The new magazine will be know 











iu @ ed. eeohen & ARKANSAS as Aviation Week 
Export Publication Sold 
Petroleo, a  Spanisl 
THE INDUSTRIAL MARKET DATA BOOK a an _— 9 
Lex " admian. “Lt 
. ; the April issue, Petroleo 
is the only reference source which contains | with Petroleo Del Mund 








basic statistical information on 86 primary in- Railway Purchases & Sto! 
dustrial and trade markets . . . and detailed data on a" — 
: per page 


the publications serving them. | 12 or more pages a year ‘ 
6 or more pages a year per pag 


. , . 3 or more pages a year + per page 
Analyze Markets and Media simultaneously in: Lees than 3 pages a year....$!60 per page 


Bleed : $15 extra per | 
Colors: Standard red 


PAAR 


THE INDUSTRIAL MARKET DATA BOOK 


orange, yellow—$30 ex 








per color. 
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PRODUCTION TOOLS 
oR SALES TOOLS... 


7/7) 


THAT MAKES 





"EM PAY OUT 





The business papers that carry information about your 
products are the tools of your sales department. How 
well they pay out depends not only on total circula- 
tion but also on the amount they’re used. INDUSTRY 
and POWER is designed — from cover to cover — to 
be used by plant engineers and executives who have a 
part in specifying and buying industrial equipment 


and supplies. 


The best measure of the use a magazine gets is the 
number and quality of inquiries, comments, letters, 
and requests it receives from readers. During 1947, 
INDUSTRY and POWER received 32,582 inquiries 
and requests regarding editorial matter from readers. 
This does not include inquiries to advertisers — 


another impressive story. 


Here’s a chart showing the kind of men these letters 
come from — the percentage of inquiries from men 


in each plant function. This is one proof that plant 





as well as other executives up and down 
the line — use INDUSTRY and POWER. We’ll be 
glad to furnish you more proof that INDUSTRY and 


POWER is your best tool for selling industrial equip- 


engineers 


ment anc! supplies. Drop us a card. 


INDUSTRY and POWER 


A Magcrine for Plant Engineers and Executives 
ST. JOSEPH, MICHIGAN 
INDUSTRI“ |. MARKETING, April, 1948 






































TITLES 


% 





President or Owner 
V. P., Sec. or Treas. 
General Manager 


Plant Manager or Supt. 


Purchasing Agent 
Other Executives 


2.13 
1.89 
3.78 
8.06 
1.56 
8.54 





Plant or Chief Engineer 


27.00 


Engineering Department 24.83 








Supt. of Power 3.84 
Dept. Foreman 2.14 
Maintenance Supt. 4.36 
Chief Electrician 3.37 
All Other Titles 8.50 



































GROUP 


Executive 
Group 
25.96% 


Plant 
Engineering 
Group 
55.67% 


Operating 
Group 
18.37% 


























































CATALOG COVERS 


BINDERS awo 
FOLDERS... 


Weite fer samples PTT 4 Guotations 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Catalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artificio 


Leather, and Poper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 





“We have found the Market Data 


Book extremely useful both in studying markets and in making 
up advertising schedules. We are especially pleased with the 
compact format and the consolidation of all the vital statistics 
concerning the various magazines. It is a very great assistance 
to a space buyer to be able to find all the information 
necessary in one volume.” 


S. M. SCHUSTER 
Britt EquipMENT COMPANY 
New YorK 








[CONTINUED FROM Pa 


Little Industrials . . . 


large percentage of the me 
industry who have the fi 
advertising matters are s1 
able men whose backgrou 
engineering, finance, acco 
sign, production, sales, 
bination thereof. With 
tion of sales experience 
these backgrounds pro 
foundation for sound ju 
advertising matters. 

But almost every 
successful ones in parti 
open a conversation by 
don't know much about a 
but...” From there on he 
known to expound his ow 
opinions, reactions, likes 
likes and then apply the: 
held with a finality that 
door to any approach 
sound advertising prin 
practice. Yes sir, when 
has built a successful busn 
you, “Advertising is all 
those who sell things | 
automobiles to the gene 
but we sell to industry 
tomers know us. We don't | 
advertise” it indicates ; 
mind that calls for educat 
subject. This example 
treme, but such comment 
at all unusual, and variatior 
less virulent degree are 


mon. 


Stereotyped “Objections” 


Defenses of various 
usually thrown up against 
gestion of change in the st! 


Let’s look at a few frequent) 


pat answers from the r 
analyze them: 

I’ve got too many mor 
matters on my mind right 
might get around to dis 
vertising later on. (A le 
can wait, but postponn 
costs a lot more in the lo 

We are not “bia” adz 
mur budget is really n 
enou th to b ther al 
smaller the budget, the 
need to get the greatest 
turn from every doll 
takes a “professional” 

We have got an ad 
partment that does ow 
cluding the placing 


(Continued on Pag 
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tells 

and 

bli 

a @ THE MID-JUNE PRODUCTS REFERENCE NUMBER is your “on-the-spot” sales- 

ee man—always close at hand wherever welding equipment and supplies are being specified 

1 the and purchased. 

eX- 

. The Products Reference Number is your salesman-in-print, referred to daily, the year ’round 

a by key welding men—in industry and in welding supply houses. It is tailored to their require- 
ments with three conveniently arranged directory sections—1. Product Classification List, 
2. Trade Name Index, 3. Name and Address Section. It also contains a statistical review of 

si the welding industry plus many helpful data sheets. 

sug 

qu The Products Reference Number can be an active source for profitable orders for any manu- 

Ise facturer whose products are used in the welding processes. It offers an effective method of 

_ cataloging products in a buyers’ guide where every product advertisement appears adjacent 

_ to the proper product classification. It is the most economical and productive way to reach the 

i welding user and distributor at the strategic moment when he has an order to place. 

ad 

ry Plan now to catalog all your products in the Mid-June Products Reference Number. Make it 

. easy for welding buyers to specify your products by giving them the information they need— 

and When they need it. 

e For complete information write 

« 

= 

vue WV RLDING BNGINEER 

if ABC: ABP 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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A record of the activities and plans 
of the National Industrial Advertisers 


Asociation and of its 27 chapters. 


Son \lL. PLANS for a pilot study 
on the contemplated Continuing 
Study of Industrial Buying Pra 
tices and Needs by NIAA are neat 
ing completion. The study is ce 
signed to determine industrial buy 
ing practices and procedures to 
help reduce costs of sales and dis 
tribution throughout industry. 

study, financed by 
Sweets’ Catalog Service and con 
ducted undet tl 
NIAA, will be reported at the na 
tional convention of NIAA in Balti 


more, June 13-16. 


le supervision of 


Original suggestion for the study 
came to NIAA in April, 1947, from 
Williams, 
manager of 


NIAA 


Chauncey | vice-presi 


dent and_ general 


Sweets’. At that time the 


Chairman of the Board: WILLIAM 


and Market Research, Rockwell Mfg. Company, Pittsburgh, Pa. 


President and General Manager: W 


NIAA Committee Authorizes Pilot Study 
of Industrial Purchasing, Buying Factors 


board oT directors appointed a 


Sweets’ Research Project commit 
tee to consider the proposal and to 
make recommendations 

Committee approval of the plan 
was received in February, 1948, by 
the board and machinery was put 
into operation immediately to un 
dertake the study 

Supervision of the project will 
continue under the Sweets’ research 
project committee headed by Wil 
liam D. Crelley, merchandise man 
iger, General Electric X-Ray Cor- 
poration, chairman. Other commit- 
tee members are Irancis Juraschek, 
manager, commercial research divi 
sion, Carnegie-Illinois Steel ; George 
I. Callos, vice-president, Klau, Van 
Dunlap & 


Pieters ym, Associates. 





SALESMAN OF THE YEAR is Edward F. Coffey, ‘Electrical World,’ here shown receiving 
the award from C. W. Shugert, president, New York Industrial Advertisers Association. 
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N.ILA.A. Ylews 


ANE \A 


National Headquarters: 542 S. Dearborn St., Chicago 5. 


INDUSTRIAL MARKETING 


manager, Advertising 























@ NIAA President Resigns 

W. Lane Witt, president and general 
manager of NIAA, has resigned to be- 
come president of Sales Aids, Inc., in- 
dustrial market research firm at 410§ 
Michigan, Chicago. 










His successor had not been appointed 
as INDUSTRIAL MARKETING 
went to press. 













U. Webste 
advertising consultant, Det: 
Ik. H. Erwin H. Kl 


Co., Los \ngeles. 


Milwaukee; Forrest 






Klaus, 





Davee, Koehnlein & Keating, C 





cago market research age 
conduct the pilot study in cooper 







tion with the Sweets’ research pt 


ject committee of NIAA 
All Departments Considered 








The pilot study is designed to 






termine techniques for the contim 







ing study to follow. At least 
plants in three major dustr 





classifications—processing 01 






and chemicals, electrical « 






manufacturing, and fa equi 





ment and machine tool equipment! 






manu facturing—will be « 
Penetration behind t 


ing agent is one of the prima! 





1 +h 
he pure 






goals of the project. 






In an effort to determine all fa 
tors governing the purchase 0! 
° ° . ; ‘ ll ne 
given piece of equipment, all PX 








sons involved in purchasing ¢e 
sions will be asked to explain thet 
relation to the purchase ; 
Engineering, sales, ribution 
and management departments W" 
be consulted for the ca and « 
fect of their part in ultimate 
purchase. The committe pes thal 
penetration of this type include 
(Continued on Page 130) 
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Any industrial enterprise, using machinery, needs 
the services of a mechanical engineer. So prac- 
tically all industry is the field of a mechanical 
engineer. 

A.S.M.E. circulation contains only mechanical 
engineers (membership requirement). Thus when 
you buy space to reach mechanical engineers, only 
in an A.S.M.E. publication do you get full concen- 
tration. Only in an A.S.M.E. publication do you get 
an approach along their customary professional 
channels—a real prestige approach at no extra cost. 


















In keeping with the precision methods which are 
essential in other phases of his professional activ- 
ities, the Mechanical Engineer is a very careful 
specifier. Above all he is a selective buyer. 


Obviously it is highly important for manufac- 
turers of engineering equipment to be sure that 
suficient real information regarding their prod- 
ucts is readily available to those Mechanical Engi- 
neers who are the live men in industry, so that 
there can be no danger of being overlooked .. . 
or rejected from final consideration for lack of 
proper understanding as to their purpose or 
performance. 


It was to meet these requirements that the 
A.S.M.E. CATALOG was developed 38 years ago; 
and today, it is the A.S.M.E. member’s first source 
of information for selective buying. 

Your product descriptions in the A.S.M.E. 
CATALOG, therefore, will go straight to the mark 
me > the executive men who are leaders in 
mechanical engineering thought and practice. 


ACT NOW To Insure Being in 


1949 (38th Annual) Edition 
Distributed October 1948 


AIM STRAIGHT FOR THE 


REAL BUYERS— 


GO STRAIGHT TO THE ENGINEERS WHO SPECIFY 


The work of the mechanical engineers who re- 
ceive and use the A.S.M.E. CATALOG has a direct 
bearing on many of the engineered products which 
are manufactured. A.S.M.E. activities continually 
stimulate this work. 

If you want to place vital product information 
before the engineers throughout industry, who are 
identified as the leading ones through their asso- 
ciation with the A.S.M.E., you can do it most effi- 
ciently and economically by inserting your data in 


the A.S.M.E. CATALOG. 















































THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St. New York 18, N.Y. 
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See — 

STANDARD RATE and 
DATA SERVICE. 
February 15 


Class 69, Page 337— sh 


INDUSTRIAL MAINTENANCE 


/ 


Note: No. 1—that the sworn circulation, 6 months average, is 89,04! 
—46°/, more than that of the nearest competitor. 


Note: No. 2—that the rate per |/9 page unit, one time basis, is 18°, 
less per 1000 readers than that of the next largest paper 
in the field—and the cost, per 1000 readers, is $164.00. 


Do a little figuring on your own. Prove to yourself that no other paper 
in this field offers you such a complete coverage of ALL INDUSTRY at 
any price—much less at such low cost per 1000 readers. 


Write to one or two |.M. advertisers and ask ‘What inquiries and sales 
have you received from INDUSTRIAL MAINTENANCE?" 


A little trouble, we grant you, but well worth it, for it will point out the 
proved, indisputable way to “Low Cost Inquiries and Sales." 


Send for a copy of the latest INDUSTRIAL MAINTENANCE 
Certified Circulation Audit, Rate card and Statements by 
Advertisers of the results they have obtained. The year is 
young and there is still time to get on the right track— 


TODAY! 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert Street, PHILADELPHIA 4, PA. 





ff Publishing house has splendid opening in 
s: its Eastern field with headquarters New 
York City 


If you are a young (30 to 40 years) sales 
executive looking for an opportunity to 
demonstrate your ability, we are looking 
for such a man 


A responsible position with salary and 
commission remuneration An excellent, 
well established publisher with three pub- 
lications in the basic industrial field 





A real opportunity for the right man 


i} Box 412, Industrial Marketing, 100 E. Ohio 
'§ St., Chicago 11, Ill 





WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM 


GENERAL 
PAPERS PAPERS MAGAZINES 


314 So. Federal St#.. Ch cago 4 
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NIAA News 


even division and departme 
men and workmen who might have 
influence on purchases. 


\ll purchases are divided int 
three groups for the purposs oft the 
study. These include plani equip 


ment items such as machinery and 
processing equipment;  »aterials 
for incorporation in manu/actured 
products, including raw materials 
and component parts including pre. 
fabricated units to be combined in 
finished products. 

Basic goals of the survey include 
answers to eight major questions 

1. How did the need for the 
equipment, material, or component 
part originate? By whom was it first 
recognized ¢ 

2. What types were considered 
and by whom? What sources of in 
formation were sought and used? 

3. What factors governed the 
selection of the type; by whom was 
selection of the make ; by whom was 
the type selected? 

4. What makes were considered 
and by whom? 

5. What factors governed the 
selection o fthe make; by whom was 
the make selected ? 

6. What sources of informatior 
were sought and used at each step 

7. What number of buying com 
pany individuals, and supplier com- 
pany individuals participate in each 
purchase ? 

8. What was the elapsed time 
from first recognition of need until 
the order was placed? 

Part of the questionnaire under 
consideration includes a question 
seeking information on media 
fluences. “Who first stated the need 
Was this individual influenced | 
realizing the need by: (1) a pian 


” 
ii 


requirement, (2) an advertisement 
(3) a call from a salesma: +) ar 
article in a trade or p! ssiona 

r 


publication, (5) a catalog 
serving a similar installat 
other plant, or (7) other 


e TAA Selects Ed Cofley 
Peddler of the Yea: 
Edward F. Coffey, 5] sa 
man for Electrical Recora en 
an engraved plaque as 
Space Salesman of the 


(Continued on Page 






















] bed . . 
before choosing any printing paper... 
, ale 
ore “_~ 
yi fi 
ant 
rial 
ure 
lals 
pre 
di Look at Levelcoat... 
for brightness 

tude Should the product you picture in 
your new catalog sizzle? Should it 
the “" sparkle with sales appeal? Then make 
nent wine - : ty \ it come alive—against the setting of 
hrst | tise Hi lustrous Levelcoat* printing paper. 

' a Yes, Levelcoat papers are brilliant 
red * 2 » a ae... from the body fiber out — brighter be- 
in Mk cay o\ eT < te a ie cause they're whiter than ever! 
r Coe 
the 
wa 


was . ¢ Zs ; ms + ‘ ee | Look at Levelcoat... 
3 “ for smoothness 





Smooth as richest country cream, the 
the flowed-on surface of Levelcoat is a tri- 
-_ umph of precision manufacture. Test 

it. Print with it. Let the smoother 
on surface of Levelcoat give you smooth- 
- er, truer press impressions ream alter 
| ream, run after run. 

Wm 
ym- 
acl 


Look at Levelcoat... 


ati <a inate Mi for printability 


Printers and advertisers alike depend 


g Walshon 








ih Meyer, Ditton on the printability of Levelcoat for 
: First in sports equipment the smooth, trouble-free production of 
: e 1898 | uniformly beautiful work. Let this out- 
7 sinc . 
¥ standing Levelcoat quality produce 
finer results for you, too. Give your 
printing the Levelcoat lift! 
- 
es 
x 
SIE Levelcoat* printing papers are madé 
es l oF in these grades: Trufectt, Kimfectt, 
» 909 kk —" er PRINTING PAPERS Multifectt and Rotofectt. 
AN eed KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
48 , 
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A.B.C. or €.0.A.? 
Controlled or Net-Paid? 


Are these questions puzzling you? 


. does net-paid ABC circulation 
prove a publication’s readership? 


. is there greater doubt of reader- 
ship of CCA-controlled circula- 
tion papers? 


These, and many similar questions, 
are discussed in straight-forward 
fashion in this new booklet, “Facts of 
Industrial Publishing.” 


{sk for this booklet 


. no charge 


t 


i FACTS 
, * 


: iNDUSTRIAL 
5 pyuBLisHING 


ples 
df fille Foy of 


“the 
: pdvertisios 


| pida’t Weet Te 
i ‘Ge Met peia”™ 


L 


W RITTEN by a business paper publisher 

from more-than-25-years’ experience 
“on both sides of the fence”... the dis- 
cussion “minces no words.” It penetrates 
to the facts most important to buyers of 
industrial advertising. 


You may disagree . . . it may “rile” you 
. but you won't lay it down until you 
have finished reading it. 


Discussion covers such additional points as 
(a) what do “renewal %’s” really mean? 
(b) why must CCA papers pay far higher 
postal rates? (c) how do net-paid papers 


claim “non-paying” readers? 


Just off the press . . . available to industrial 
advertisers and their agencies. No charge, 
of course. Just ask for “Facts of Indus- 
trial Publishing.” 


PUTMAN PUBLISHING COMPANY 


735 North Michigan Ave. 
Chicago || 


New York Cleveland Detroit 
Los Angeles Rochester Dallas 
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[CONTINUED FROM PaGE 130] Speaking on Colotyle 


tion’s success and growt! 


N.LA.A. News promotional idea to a hig! 


anized manufacturing 


the March meeting of the Incus Mr. Hol 
trial Advertising Association of Mr. Holcomb pointed out 


ate co 1 a. ¢ > ~~ - 
New York vertising dollars are earm: 


C. W. Shugert, IAANY presi each unit of merchandi 
; licy, he said, has been | 
dent, presented the award, which nes ae See Sw anes 
—- ae Spee: terms of trading area, 

was made on the basis of active ; 5 Seemet 

. eyct: “e + “: . ce ne 
member responses to a question : eapets , v3 , hee ~ . 7 
nite ratio of advertising 


trading area. 
\ survey of trade 


naire giving the qualifications for 
an ideal space salesman 
The plaque was inscribed: 
This award is presented to Edward 
l’. Coffey for his contribution to the by simply send out 
advancement of industrial advertis- salesmen with a list of leadir 
ing as manifested by his knowledg: tions and requests for or 


a weak sales area 


of advertising his endeavor before 
said Mr. Holcomb, and fo1 
distributor, amazing. 


sults for Colotyle were 
selling, to learn his prospect’s prob . 


lems knowledge of his own publi- 
cation good organization and 
presentation of his story . intelh- * Youngstown IM’s Hear 


gent timing of his calls s helpful . a. 
nt timing us cal his helpfu Aptitude Test Talk 
and pleasant personality ... and his “Test t] 7 ‘Pp 
ae o > est roo 
realization that entertainment is not ; COSTING -" : 
ity Inventory,” was the subject 


his major sales tool \ 
‘ : ne , Jack NKlein’s address before 
Relation of Trading Areato — \arch meeting of the Young 
Advertising Emphasized at District Industrial Marketers. Mi 
Western Washington NIAA _ Klein is president of the Kk 
Maurice Holcomb, author and ad stitute for Aptitude Testing 
vertising head, described Coloty* The quality of individ 
Corporation’s success with a sales ployed by member concer 
policy that allocated advertising analyzed by Mr. Klein 
money to trading area at a recent He pointed out that there 
meeting in Seattle of the Western a right job for every one 
Waehington NIAA Chapter. (Continued on Page 134 








PACKAGES and containers are the advertiser's cheapest medium these men heard at the 
March 4 meeting of Eastern Industrial Advertisers at Philadelphia. They are ( front—left 
to right) John Reinhardt, president of the chapter, Proctor & Schwartz; Christopher W 
Browne, editor, Modern Packaging and Modern Packaging Encyclopedia, and Jim Nash 
Jim Nash Studios; (back row—left to right) Hal Burnett, editor, Industrial Marketing 
Joe Dolson, Hercules Powder, and Raymond H. Ganly, associate editor, Printer's Ink 
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Lies yearly high-spot in the indus- 
trial supply industry is the Triple 
spons- 





Mill Supply Convention, Joint 
rhip by 3 major associations 
\merican Supply and Machinery 
Manufacturers’ Association, National 
Supply and Machinery Distributors’ 
\ssociation, and Southern Supply and 
Machinery Distributors’ Association 

make this event-of-the-year looked 
forward to by all industrial manufac- 
turers and distributors. 

The Triple Mill Supply Convention 
rovides an ideal opportunity for the 
manufacturer and his distributors to 
nterchange new ideas and plans for 
luture business—to develop the team- 
work necessary for a smooth, distri- 
bution and marketing operation. This 
year, with distributor sales running 
at an all-time high, the Convention 
fers exceptional possibilities for 
manufacturers selling through indus- 
trial distributors. It is now more im- 
portant than ever before for a manu- 










































lacturer to keep his distributors sold 
on the advantages of handling his 
products—to remind them that his 
sales policy is tied to. their interests 
and his products afford sales and 
profit opportunities. 

The Annual Triple Mill Supply 
Conventions are traditional in the 
supply field for both the serious at- 
tention given current business prob- 
lems and the warm friendship and 
harmony prevalent among supply 
manufa turers and their distributors. 
Plan to attend this year’s Convention 
to be held in Atlantic City on April 
26th, -2 and 28th. 

_Each year the May Convention 
sue of \lill Supplies magazine plays 
af esseniial part at the Annual Triple 
Mill Su; y Convention—the market 
place wh: re distributor-minded equip- 
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Convention Activities Spur 
Distributor Sales 


Annual Triple Mill Supply Convention affords excellent 


opportunity to expand manufacturer-distributor relationships 


ment, tool and supply manufacturers 
can place their message directly into 


the hands of industrial distributors 
with top results. Copies are distri- 
buted at the Convention. 

The June Convention Report Issue 
of Mill Supplies is the Convention in 
print . . . for distributors who attend 

. and those who do not. 

The Annual Triple Mill Supply 
Convention will be permanently re- 
corded in Mill Supplies’ June Con- 
vention Report Issue. Industrial dis- 
tributors and their salesmen — from 
coast to coast—will be waiting for 
this Annual Convention Report Issue 
with complete details of the Conven- 
tion. It will present factual accounts 
of the business sessions, official meet- 
ings, informal get-togethers—all well 
punctuated with candid pictures. 

The June Convention Report Issue 
will draw particular attention this 
year, because it will keynote discus- 
sions of the major current problems 
of all industrial supply distributors. 
It will help attending distributors re- 
live the highlights of the Convention. 
Thousands of supply men unable to 







attend will be eager for this exact ac- 
count of what went on. They will 
“attend” the Convention in print in 
the editorial pages of Mill Supplies’ 
June Convention Report Issue. 


Rarely can a publication offer its 
advertisers Such interested reader- 
ship. Here is an invaluable oppor- 
tunity for manufacturers of industrial 
equipment, tools and supplies to pro- 
mote the merits of their products 
among distributors. The Convention 
Report Issue of Mill Supplies is con- 
sidered one of the top advertising 
opportunities among manufacturers 
who sell their products through in- 
dustrial supply distributors. 


Use the June Convention Report 
Issue to clinch an added interest in 
the sales opportunities offered by 
your products—to further your dis- 
tributorship relationship—to develop 
greater sales volume through distri- 


butors. Advertising forms close 
May Ist. 
For further information write 


MILL SUPPLIES, 330 West 42nd 
Street. New York 18, New York. 








Watch for an important 
Announcement concerning 
MILL SUPPLIES 
in the May issue of 
Industrial Marketing 








(ADVERTISEMENT). 















































2 MILLION AMERICANS EAGER 
TO SEE YOUR MOTION PICTURE! 


AVAILABLE TO YOU NOW — A $50,000 MOVIE 
TO REACH THIS AUDIENCE FOR ONLY $50.* 


LONG AGO we learned that 5 and 6 figure film production costs were a 


barrier te 
} 


clations tool 


LONG AGO we learned that many film sponsors literally kissed their hard- 


earned moncy good bye because their epics were 4 smasP Pit WiP Ihe bo 


1 aa Wilh {the audte NCE 


AVAILABLE TO YOU NOW are approved films . many costing 5 and 
6 hgures selected by competent Preview Committees. These films—with 
name and sales messag guarantee eager audience attention for just 


the print costs—and minor distribution fees 


WHAT 2 MILLION AMERICANS WANT TO SEE YOUR FILM? 


[he answer is in the 1,750,000 wage-earning members of the VETERANS 
OF FOREIGN WARS and their families plus 250,000 sports enthusiasts 


of the NATIONAL RIFLE ASSOCIATION, reached ONLY through the 
SHERMAN PLAN for controlled film circulation. The badly-planned 


film distribution of yesterday NOW has stepped aside in favor of the 


SHERMAN PLAN the superior method of motion picture circulation 
WHAT IS THE SHERMAN PLAN?** 


By signing up 2 important national organizations with others in the offing 
to share in income derived th SHERMAN PLAN is prepared to 
deliver to you FOR THE FIRST TIME a definite audience with definife 
characteristi by sex, by age, by territory 


Pinpoint your sales promotion, by area, through the SHERMAN PLAN 
at er‘remely nominal distribution costs 
Another SHERMAN PLAN First’’! — Print requirements are at your discretion! 






—y 
a ~ ee a= PLAN wx. 


420-421 VICTOR BUILDING e WASHINGTON 1, D. C. 
*Averag these is ma ‘ we or less, varying ht **Copyright 1947 


» many business men seeking motion pictures as an effective public 
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HEADACHES ; 


~~ =~, 

This business of printing magazines vert them into a publication that 
has a lot of headaches to it. But other people truly enjoy reading. 
having done this sort of thing for, To us there’s no thrill quite com- 
lo, these many years, we kind of parable ...we really get a bang 
like it. out of it. 

Why, you ask? Some day in the near future, wken 

Well, nothing pleases us more you can spare 15 minutes, why not 
than to take a lot of MS and an_let us outline our facilities for doing 
assortment of photographs and __ the kind of a printing job you want 


drawings, then, step by step, con- done? This involves no obligation. 


PUBLICATION DEPARTMENT 


WESTERN ANDOVER 1830 
NEWSPAPER 
UNION 210 SOUTH DESPLAINES ST., CHICAGO 6 


FROM COPY TO MAIL BAG—ALL UNDER ONE ROOF 














mp 
NIAA News in 
onstrated that psychological te pract 
encies can develop ints certaiy Th 
behavior pattern in worl sa 
He also discussed the sop Ices 
of applying psychology easi - 
tensions, in creating greater eg ot 
ance and in fostering happiness, os 
en 
¢ Industrial Ad Budget , 
Survey Now Under Way I . 
Something new 1m industrial ; a 
vertising budget studies is being wu 
undertaken by NIAA under th 
guidance of Bennett S. Chapple. }; nd 
assistant to vice presidet t “Ss 07 
Steel Corporation, Pittsburg 
chairman of the budget survey cor 
mittee of NIAA. ig 
The program calls for ' at 
| the budgeting procedures of ae 
| many industrial advertising met = 
| bers of NIAA as will contribute th me 
necessary information. r 
\s a beginning, a questionnaire an 
being sent to all advertiser members 
asking such things as: Do vou have 
an advertising budget? Is the plar " 
| ning of your advertising prograi ” 
based on sales objectives and sales : 
| potentials in the markets to b . 
reached? Do you secure researc . 
data for markets in which you are 
interested? What factors do y 
consider have most weight ap- 
proval of your budget by manage 
ment: Comparison with previous 
| year’s budget? Cost per unit of sale * 
| Current profit prospects? What 
| competitors are doing? The objec 
| tive to be accomplished ° i 
In each case the respondent 1s si 
asked if he would be willing to pro * 
vide a comprehensive case study 0! 
NEW MEMBERS of Industrial Marketers of vel 
Cleveland include (standing—!. to ") S 
George R. Peecock; Jackson Hazlewood i 
Kenneth E. Sabine; (seated—l. to r.) Walter 
B. Grosvenor; Jerome S$. Wilford; Richaré 
=. Cleary, and Norman O. Wynkoop, Jr 
\ 
ve 
N 
\\ 
N 
\\ 
\] 
\ 
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statistical, it was unable to fill the 


pany, | lll of Pittsburgh. 





he budgeting procedures of his 


moany as a contribution to pre- 


saring a manual of good budgeting 


eactices 
practice 


The idea of making a complete | 
tigation of the budgeting prac- 


ves 
ces industrial advertisers 
rings from the results of a quick | 
rvey of industrial advertisers, 
ich disclosed that many didn’t 


} 
n have a budget and didn’t know 
w to set one up. 

Faced with this situation at a time 
hen a jot of effort is being put 


forth to increase the scientific | 
knowledge of business operation | 


nd management, the budget survey 
mmittee decided that an educa 
mal job needed to be done. 

NIAA has conducted an annual 
irvey of industrial advertising bud 


sets for nearly 20 years, but, be 


use the survey has been purely 


eed for educational material that 
pparent from the pilot study 
ade by the present budget surve\ 


[he budget survey in its present | 
ill be continued, as it pro- | 


les a statistical guide to advertis 


ers enabling them to compare their 


1company position with that of 
thers. A new survey will be mace 


{ | 
1340. 


[he results of the study being un 


ertaken at this time will be made 
to all NIAA members and 
others who are interested. 


ition to Bennett Chapple, 

the dget survey committee in 

ludes Albert Tiefeld, advertising 
nage Copperweld Steel Com 
iny, Glassport, Pa.; W. C. Kerna- | 
‘rtising department, Gulf | 
nil | inv; T. C. Winans, adver- | 
ng manager, A. M. Byers Com- | 
RK. B. Johnston, public 


LOI section, Koppers Com 


* Kansas City IAC Gets | 
NIAA Charter | 


The chapter has joined the | 
NI AA ter. 
rhe sas City Industrial Ad 
‘ertisers, Kansas City, Mo., joined | 
NIAA rch 17 when Forrest | 
Webster, a former president of 
NIAA, sented the new chapter 

mith its irter. 

sae tice tf the chapter are M. R. 
Waddell, Black, Sivalls & Bryson, 
resider Jim Southern, Butler 
Mig. C iny, vice-president; Jack 


INDUSTR|AL MARKETING, April, 1948 








CLASSIFY YOUR PRODUCT 
AT THE POINT OF SALE 





Displays 
BURTON-RODGERS, inc. 


Display Ideas and 
Production Ability 





Nationally Known Creators and Builders 
of Quantity Point of Sale Aids in Wood, 
Masonite, Paper, Wallboard, Plastic, Metal, 
Silk Screen. 


.. Convention Exhibits . . 
BLADE & HELEN ST., ELMWOOD 
CINCINNATI 16, OHIO 








Burton-Rodgers is where your merchandising ideas, your package, 
and your product can be translated into hard hitting displays in 
quantity — support for your dealers, creators of store traffic, mag- 
nets that will pull your products off the shelves. 


Our designers, skilled in this highly technical specialty, will work 
with you to feature your strongest sales point — and create a point 
of sale display with genuine power. 


Organized for quality and high speed output, Burton-Rodgers has 
adequate and modern facilities to transform ideas into star sales- 
men with a minimum of attention on your part. 


We have established a fourteen year record with America's foremost 
manufacturers for reliable delivery of a display package which in- 
cludes design, production, and national distribution. 


We will welcome the opportunity to discuss your problem of pro- 
ducing volume sales with action compelling displays. 


nh ' 
| “TUOMALA ine 























BLADE & HELEN ST. © ELMWOOD @ CINCINNATI 16, OHIO 











NEW YORK CHICAGO BOSTON 
52 Vanderbilt 209 So. La Salle St. 144 Colburn 
































































































































The SCHUYLER HOPPER Co. 


“™Ditch-Digging’ Advertising — 
That Sells by Helping People Buy~ 






How We Put 
“DITCH- DIGGING” 






ADVERTISING 
to Work 







Pom tet by 
THE SCHUYLER HOPPER CO 


The Schuyler Hopper Co. >» 


2 EAST 4157 STREET « NEW 










ant plas? 





Aetna Life Insurance Co. 


gets them by 


150 WEST 





Write ta the 
REPLY-O PRODUCTS CO. 


1] 


22nd § 


oerTeR 


NEW YORK 






B 
> 


retary; W. G. 
vertising 


ernet, A. J. 


Stephens & Co. 
Rowe, Carter A 


Agency, treasurer 


Wayne Duquoin, Kansas Cit, I; 


st 


itute, J. Ma 


can Asphalt rati 
John Rieck, Phillips, Ric Fard 


urice Ho: c Amer 


Roof ( 


\dvertising Corporation: Jim Se 
ton, Marsh Steel Corporation, a 
Bert Wasser, Rogers & ith A 
vertising Agency, direct 

NI \ \ iS considering rmaty 
of new chapters in Dallas, Te 
Dayton, O., and Atlanta 


lustrations are the 26 lead soldiers 





Stanley's 


* Feed Eyes, Fill Mind: 


Advertising’s most im 


Type Lesson 


of the alphabet, printing type 


Recognition 


of this fact, plus the 


scientific proof that 85% 


we learn is through sight, will mak 


vour advertising more eftective 


This is the 


typographic-selli 


philosophy of Emil G. Stanley. vic 


president of Traffic Service ( 


po 


ration and 


Northwestern U; 


versity lecturer in advertis ng tv 


graphy. 


raj 


fact-packed 


Mr. Stanle 


yhy’s functi 


lecture  beto 


vy outlined _ typog 


selling in 


ms in 


March 8 meeting of Chicago Indus 


tri 


il Advertise 


“S 


The publisher warned against 


veloping a lax “anything goes” at 


tue 


le during 


today’s tvpog! 


ind printing difficulties, and sug 


gested that all advertisers strive ! 


make every printed piece a “cust 


of 


job” tvpographically. 


e Now’s the 
To Enter 


Recognition of 


four classes 


Time for You 


NIAA Panels 





outstanding 


of industrial adve 


tising and sales aids will be grant 


pet 
the 


ition held in 


national ci 


by NIAA in its annual panels co 


conyunet 


mvention 4 


more, June 13-16. 


\ll companies represent 


tive NIAA members 1 ente 
samples of advertising campaign 
direct mail pieces, catalogs 
sales literature in this c etil 
Four classifications | entries 
have been set up for the mpet 


tion. Entries will be judged mm! 
dustrial product advertising cam 
paigns in trade, business d get 
eral magazines, industri nstii 
tional campaigns in the sane med! 


INDUSTRIAL MARKETING, A 


‘il, 1948 




































direct mail campaign 
sales literature, and in- 
ittalogs and sales litera- 


odustria 
ther tha 


tystrial 


we. Entries must be submitted be 
fore midnight, June 1, 1948. 
Descriptive material which must 
company entries should include 
company name and address, 


») avency name and address, (3) 


ibmitted by 


(advertiser or 


gency 4) classification under 
ich entry is made, (5) Product 
ertised, (6) product advertised, 


market or class of readers ad 
ressed, (8) total number of differ 
ent ads or direct mail pieces in 12 
nth period, (9) names of publi 
ions used, and number of inser 


ns in each during above period, 
10) purpose of campaign in not 
re than 25 words, and (11) ap- 


proximate total expenditure in 
pace and production involved in 
mpaign submitted. 
Finish’ Appoints Two 

n G. Oman and William E. Coates 


pointed advertising 






represel 
sh, the monthly published 


ise Publications, Chicago 








Coming Programs 
of NIAA Chapters 








Boston, May 6: 
Louis H. Brendel, manager, New 
York office, James Thomas Chirurg 
Company: “Coordinating Advertis- 
ing and Distributor Selling.” 6 p. m., 
Engineer’s Club. 
Cleveland, April 30: 
Stan Knisely, executive vice-presi- 
dent, Associated Business Papers 
5p. m. Hollenden Hotel. 
Detroit, April 13: 
A discussion meeting on “Positioning 
Advertising.” Noon, Wardell-Shera- 
ton Hotel. 
Detroit, April 19: 
A panel discussion by Modern 
Industry staff on “What's Ahead.” 
Noon, Wardell-Sheraton Hotel. 
Milwoukee, Acr'l $: 
R. G. Simmons, Meldrum & Few- 
smith: “Export Advertising and Mer- 


chandis g Plans and Practices.” 
6:30 p. m., Plankinton House 
New Yor April 12: 
W. A. Scherff, Plymouth Cordage 
Company: “Ads They Save.” Noon, 
_ Belmont-Plaza Hotel 
St. Louis, April 8: 
Stu” einritz, Purchasing maga- 
zine: “the New Look in Industrial 
Purchasing.” Noon, Forest Park 
Hotel. 
Youngstown, April 15: 


A. E.R. Peterka, director, sales pro- 
motion «nd advertising, Lamson & 
Session Company: “Merchandising 
— lvertising to Your Own 
*mpan,.” 6 p. m., Tod Hotel 
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TO THE TRANSIT INDUSTRY 
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... YOUR BEST SALESMAN 


TWELVE FULL page ads in MASS TRANSPORATION 
cost only $200 apiece. There is no more economical way 
for you to “get in to see” all the key men in transit twelve 
times in a single year with so great assurance that your 
sales message will be considered. Weighed not only in dollars and cents of 
actual space rates but also in the more important aspects of key men per ad 
dollar and cover-to-cover readers per ad dollar, MASS TRANSPORTATION 


is your best sales help in transit. 


IF YOU were to compile a list of every individual 
vou would like to contact in transit chances are 
every name on your list would already be on MASS 
TRANSPORTATION’s subscription list. Under 
our controlled circulation plan every key man in every one of the more than 
1400 companies rendering city and suburban transit service reads MASS TRANS- 


PORTATION every month. 





NOT FETTERED to any one mode 
of transportation, MASS TRANS- 
PORTATION is alert to the prob- 
lems of transit operators whether 
they operate buses, trolley coaches 
or street cars—or all three. This industry-wide, top management emphasis has 
made MASS TRANSPORTATION a cover-to-cover reading “must” for everyone 
erviaee o vith this bill'on dollar a year (passenger revenue) industry which 
annually spends nearly $300,000,000 for new equipment and operating supplies. 
Advertisers attest MASS TRANSPORTATION ’s value by increasing ad patron- 
age—already up 28% over last year’s record breaking first quarter. 








If you have something fo sell to the transit industry, 
write for sample copy and rates. 


MASS 


TRANSPORTATION 


222 WEST ADAMS STREET 
CHICAGO 6, ILLINOIS 
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IMPORTANT 
FNNOUNCEMENT 


AIRPORT 


tear NS MAINTENANCE 


CONSTR ’ N+ 


2A 


N = 


AIRPORTS 


and AEE CARRIERS 


NEteIN 


EXPANDS I 


riea 


y 


Starting with the April Issue, AIR- 
PORTS will have a new name — 
AIRPORTS and AIR CARRIERS 

and will carry additional edi- 
torial material of a specialized 
KNOW-HOW, HOW-TO-DO-IT 
nature for the airlines and air car- 
riers both scheduled and non- 
scheduled. While this new editorial 
coverage will include all depart- 
ments and divisions of the airlines, 
it will be especially slanted for the 
top management of engineering, 
operations, sales, materials, com- 
munications, flight, passenger and 
cargo handling and maintenance. 


AIRPORTS and AIR CARRIERS 
will continue to carry the practical, 
specialized editorial material as it 
has done in the past, for Airport 
Managers, Aircraft Service (Fixed 
Base) Operators, Airport Consult- 
ing Engineers, Designers and Archi- 
tects. As in the post, it will be of 
and assistance to City, 
Government and Municipal En- 
gineers and Officials, covering oll 
Construction, 


interest 


phases of Aijrport 
Operation and Management and 
Fixed Base Operations. 


AIRPORTS 
and AIR CARRIERS 
MT A HAIRE SPECIALIZED PUBLICATION 

1170 BROADWAY, NEW YORK | 
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[CONTINUED FROM PAGE 43] 


‘Cold' Canvass... 


“From your answers and the re- 
sponse of others, we will be able to 
determine if we should add the unit 
to our line as a regular product. 

‘ossibly we will be able to eliminate 
some of its present features to lower 
\t least we 


we should go after new markets or 


costs. want to learn if 
whether we should simply hold it, 
as we do now, as a special.” 

It was just that simple. Twenty- 
four phone calls, 17 interviews, two 
“call at later 


we drew a quality of 


turn downs, and five 


And 


audience we 


date.” 
hardly expected. 

Che story told by our interviewer, 
the 
simple, straightforward and _ brief. 
up. 
the 
the 
He 
demonstrated the operation of the 
and then flatly asked 
“Are for 
this type equipment in your process 


during actual plant call, was 


was set 
stated 
which 


\ demonstrating unit 


Che interviewet briefly 


specific application for 


unit was originally designed. 


equipment, 


the question, there uses 


or manufacturing operations?” 
rh neither our company nor 


ur product 


Chou 
was known in 87 per- 
cent of the calls, our audience was 
lways two or more men. In many 
instances more than five men were 
the 


to various operating de- 


included, ranging from chief 


enginee! 
In every case, the 


partment heads. 


I 
audience included the man or 


\\ | ) had 


rate new equipment in process lines 


men 
the authority to incorpo 


ind to purchase such equipment. 


Prospects Will Sell Themselves 


the audiences to 
\p- 
have 
The 


n started discussions in 


he 


our first question was amazing. 


reaction of 


plications we would never 


dreamed ot were suggested. 
lemonstrati 
which one plant man sold the other 
on a specific use. They held phone 
men not at the 


conversations with 


le monstration 


to determine possible 
all, an honest at 


tempt was made by the audience to 


pplications. In 
nalyze production and manufac- 
uring operations for possible and 
feasible applications. 

From our standpoint this phase 
of the interviews was highly suc- 
cessful. More than 30 percent of 
the calls resulted in suggestions of 


possible uses. No leading was done 


by the interviewer, and in the cases 


where no applications were spop. 
taneously suggested the 
was quickly brought to 

In other 
feature by 


lerviey 


interviews wi 
feature che 
demonstrating equipment 
the suggested possible apy 
Questions along the follo 


asked: 


were 


1. Is the heavy cast « 
quirement? 


} 


Do you require the 


gree Of accuracy f 
Is_ this 
quired: 
Do 
feature? 


safety feat 


you need the 


This resulted in detailed & 
tions by the audience as t 
quirements and peculiarities « 
particular applications. T| 
suggested minor and major 
changes for our unit whic! 
better adapt it for their 
of this is essential sales 
design data. 

But the most surprising 
the interview was (without 
selling attempt by the inte 
the invariable request for a 
tion of our regular line of 
\ brief 
brought requests for quotatior 
other tl 


explanation of 


equipment 
unit. 


ering 
demonstrated 

As a result of 
we established, in 


these inter 
additio1 
data we sou 


basic market 


following: 

1. Highly specialized sal 
neers are not necessarily 
in developing applications 
specialized and engineered p1 

2. Many potential custon 


sell themselves, even go 
lengths to discover where 
they can use a product, if jus 
the opportunity. 

3. The offer of an 
demonstration, at least of 
of industrial equipment, 1s 
a “command performance 

4. Sincere questions as 
to improve a product, what changes 
meet 1 


are required to lividua 
plant conditions, and dat 

whether individual featu 
product are worth their 
will be 


and 


terms of 
freely, intelligently 
sincere desire to be helptu 


usage ) 


5. Possible sales are in 


INDUSTRIAL MARKETING, April, 





948 





insought places, and tor 
velievable applications. 
| cost of the project was 


the most 


almost ut 


The tot 

vo men’s time for seven days. Two 
men were required because the 
monstration unit weighed almost 
1 pounds. The advertising depart- 
ment had complete charge of the 
evestigation, from developing the 


to preparing the survey report. 


The initial purpose of the spot 
eck was to determine sales pos 
lities of a special product. As a 
esult of the calls, that purpose was 
omplished. In addition we (a) 
ncovered four good prospects for 
roducts other than the one de- 


(b) 


mediate request for quotations from 


received im- 


setr 


ited, and 


plants, and (c) received a 


med request from one of the 


unts. which at the time of the 


“no present applica 


nterview had 
r our product, for a sales 
to call. 


[his first sampling was sufficient 


presentative 


conclusive to serve as a basis for 
ecisions and we are now making 
est calls in other territories. 


Stephen J. Daly Joins 
Cornell University 


Stephen J. Daly, with the advertising 
| I DuPont de 
Wilmington, 


Cornell University staff as 


Nemours 
since 1936, 
vice-president for univer 
ent. Mr. Daly 
y's fund-raising activities. He 
ident of the Indus 
\ssociatior 


W, J. McDowell Joins meas 


been 
ntative for Chemucal Engi 
and Metal Industries 
hold Publishing magazines 
Kentucky, Indiana, ng wn 
gan, ar t of the Illinois territory fr 
the | ttice. He 


sales manager of the 


will assist in 


Eastern 


eal A 
ai ACY tisers 


Dowell has ppointed 


was reeves a as 
Crane 


acking pany 


- More we Join ABP 

Industries, 

leat Publications, 9 E 

ew Yor d Sho 
publishe the 


published by 
38th St., 
rmumen's Trade Review 
Showmen’s Trade Re 
New York, 
Papers 


adway, have 
oined ssociated Business 
‘BP in ship is increased to 137 by 


t these new members. 

Hilberts Joins ‘Materials & Method:' 
bert M lberts has been named Chi- 
“se list manager for Materials 

, inhold Publishing magazine 
Teasdale Joins W. R. C. Smith 

erard isdale has been appointed 
Present in Lie Jersey and eastern 
ANsyly t Southern Power and In 
wiry at uthern Building Supplies 
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your pet 
ithographic 
“peeve! 







HAYNES LITHOGRAPH CO.— 
surveyed Buyers of Lithography 
throughout the U.S. A. — these 


buyers answered with questions 


involving their pet “peeves” about 
Lithographic “know-how’'’'— Haynes 
now answers their questions in . 
a series of comprehensive color » 
brochures—off the presses soon. 
i) 
Vit couron will bring youstthe answers, 
too-—-in Haynes full coffer series of 
answers to Lithogragifc “Know-How.” 
— 
Ready for release soon. Make sure 2 
Z 
Wy copies come to yousSdesk. ===" 
Uy == ‘ 
Wy ae y 
“Lf Li. one” x. 
ot H co. INC. 
\THOGRAP 
| WAYNES tee wighway > 
4® 4140 Eas . 
JY sitver Spriné ax “tithe peeves 
y answers to my Pr on release 
1rd like to find we nese Brechere®re 
v 
) put me on your list to rece" i 
i | 
7s CC ——— 7 am 
j} 1 gwPAnY at 
ell — 
GY position = — : 
DRESS - mibek Seamer, 
4 ' ront__— STE 
44 w\—_— 
i 
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[CONTINUED FROM Pa 45] 
Using a Business Film 


It should be borne in mind 
the film was produced with but one 


ny i -in the JULY ISSUE featuring purpose in mind—quick indoctring 















f 
: I im A ha . 2 A 
‘ tion and training of new emplove 
tt 3 : 5 mployes 
——as The Modern Open Hearth Had it been designed for all ; 
uses later found for it, the fj 








would probably have been a faily: 





~<gs — » ZA 
= 








Z ZA A : a ag Ott — . 
ir ge » ther industries ha four 
... Tie in your Advertising with the similar multiple uses for specialize 
Development of The Modern Open films. A topflight sales film wa 
Hearth, and cash in on the Plus Value found to be equally good as a r 








cruiting film (skilled employes were 
apparently interested in being ide 





and high Reader Interest in this issue. 









tihed with a _ successfu ompley 





Your equipment, supplies or services should be 















represented in the advertising pages of this issue mechanical product). An_ ind 
on “The Modern Open Hearth.” The men you trination film was found to be ap 
want to reach in the steel industry will read and excellent screening medium by 






keep copies in their permanent reference file. 
1,500 extra reprints will be distributed. 
@ Reserve space today. 


personnel department. Prospect 
employes were acquainted instant! 









with the types of operations per 





BY [ formed in the plant. By selecting 
14! f those particularly intereste in spe 
Sf 146; AND 22 cific operations, the ociantedall i 
ENGINEER duced personnel turnover 


1010 EMPIRE BUILDING , ‘ee 
in equipment design, is the con- 
PITTSBURGH 22, PA. tinuous background-projection f 


This is the type of  proyectior 







Not new, but achieving treme 










dous impetus through improvements 








which is viewed in davlig! 






ground glass screen. It 






most frequently in sales 





stores and convention boot 





















The effectiveness of films used 11 
this manner cannot be _ overest 
mated, particularly when they 

Every other Thursday . . . 26 designed tor the oe nd ma 
times a year... you can ex- bined with an equipment displ 
hibit your products before The actual material is available 1 
more than 8,000 men who inspection. At the same time de 
buy and use construction monstrations otherwise mpossibie 
equipment and material .. . to perform are continuously visibl 
engineers, contractors, coal to all spectators. Most manuf 
mine executives and public turers of road machine! 

works officials in Illinois, In- and similar equipment are well 
diana and Ohio who read quainted with this technique 






Construction Digest. 





\pplicability of continuous { 
























In Construction Digest Bs:3 jection is not limited to iV) 

the only construction and a alae f 

F dustry. The manufacturer 0! 
public works news magazine ; - talle 

durable household utility install 
completely covering the Ill- eee ; = seas 
inois-Indiana-Ohio area . . . your advertising exhibit obtains a pre- SS ee ee ee hpi 
° mar . —_= ! nd was 

ferred position on the desks of the men who department store. At “e 

are responsible for 99 percent of the public a continuous background project 






works expenditures in this Tri-State area. sehind this was a sales 


















215 E. New York Sr. film did the demonstrati1 = 

Indianapolis, indiana wrapped packages and n ~~ 

[he area, formerly o ied DY 

if waste receptacles, netted manu 

facturer more than $1,00' ont 

ONSTRUCTION } Ce) yy The gadget sold for ab lat 
or 





IMinois Indiana Ohio Public Work Indianapolis (one continuous p! 
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aanufactured by Mills Industries, 
























45] Dept. 203, 2212 Merchandise Mart, 

‘hicago ) ; 

Business films are not shown 
nd tha wiely by representatives of the 
but one mpany which produced them. 
ctring eat demand for good, interest- 
ployes business films exists among 
all yncheon clubs, schools, church 
ef sroups and private organizations of 
failure Il types 

our How is this problem met’ Many 
ialize mpanies maintain their own dis- 
n ‘ribution service through regional 
are ad branch offices. Those not 
S wer equipped » do so, or not wishing 
x idk engage in this additional busi- 
mole ness function, engage the services 
inde organizations established ex 
be oressly for this purpose. 
by Prominent in this field is the 
os Modern Talking Picture Service, 
stant Rockefeller Plaza, New York 20. 
5 pe \ very detailed explanation of their 
een perations and charges will be sent 
n request. This service each month 
eaches 20,000 group audiences 
hich have their own projection 
“1 equipment, and maintains a com- 
_ plete service to reach unequipped 
Ci uidiences. Modern operates re- 
gonal film exchanges throughout 
et the country 

Other well-known film distribu- 

1 services which will furnish 

1 Ww complete information 

ipon request are Association Films 
Ce Y. M. C. A. Motion Picture 
res Bureau 347 Madison Avenue, 
New York 17, and Castle Films, 
30 Rockefeller Plaza, New York 20. 
. Only the main offices of these 
de irms are given. Regional offices 
chi ie probably maintained in your 
<ihl rea. To obtain distribution through 
iny of these services, certain stand- 
rds mi be met in the film, the 
service ist be furnished with a 
specihed number of prints, and 
there s a definite charge schedule. 
Withor ing into detail, it may 
” said the cost per individual 
lle 5 A our film is but a very 
irge ‘mal traction of a cent. 
wa If y business needs a film, 
to make It! you make it, produce 
t right len use it! 
gi Figure out the angles and try to 
ge ave your films in use purposefully 
b s muc] the time as possible. 
nt ‘hen you |! find that a business ex- 






ense ha eally turned out to be a 
apital investment which is bearing 
SuDstanti; nterest. 
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For the men 
who must 


KNOW 


e WHICH ONES 


MATERIALS 


e WHAT PROCESSING METHOD 
°e AND WHOSE EQUIPMENT 





Materials & Methods is the only publication in the product- 
manufacturing field that is exclusively concerned with the 
answers to the question—which material should be used, and 
by what method should it be processed? 

Each article, in every issue, covers either materials in the 
light of their end-service or processing performance, or pre- 
sents processing methods and data as related to specific ma- 
terials. 

No other publication concentrates its coverage so com- 
pletely on all the men—regardless of title—who perform the 
important materials-engineering function. No other publi- 
cation is so completely in keeping with your own major sales 
interests—if you sell materials or material-processing equip- 
ment. 

To reach the fifteen-thousand-plus men in the twenty- 
odd industries who have materials- problems on their minds, 
you should be using Materials & Methods—on a regular 
schedule. May we show you the facts on the M&M Market? 












REINHOLD PUBLISHING CORPORATION 
New York + Chicago + Philadelphia + Los 
Angeles + Cleveland + San Francisco 


Publishers of Metal industries Catalog, Chemical En- 
ineering Catalog, Progressive Architecture. Advertising £ 
agement for eastten Chemical Society Publications. 


















9. Tips On Space Buying 


Are You? 


You'll find the easiest way to buy space is to 
study the market and applicable publications 
the first year: then to renew your contracts yearly 
with little or no further study 

Some space buyers follow this procedure of 
only occasionally glancing through the scheduled 
publications, and seldom seeing a space sales- 
man These space buyers sometimes find them- 
selves in trouble over declining results, lack of 
up-to-date knowledge of the market and appili- 
able publications 

You've probably found that one of the best 
ways to keep up-to-date is to listen to the story 
of the space salesmen. From the space repre- 
sentatives of WATER & SEWAGE WORKS you 
can get a complete factual picture of the market, 
a cost break down of the circulation effective for 
you, a resume of the editorial policy and editors, 
besides lots of other helpful information 


Write or Call Mr. Cocker Today 


Ask For Media File Folder 
Latest Folder — Just Published 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST., CHICAGO 10, ILL. 
NEW YORK - CLEVELAND - LOS ANGELES» SAM FRAMGISO@ 








365 days 
of solid selling! 





A McGRAW-HILL PUBLICATION 
330 W. 42nd S}., New York 18, N. Y. 
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[CONTINUED FROM PaGE 126] 


Little Industrials .. . 


don’t need an agency. (The result 
is they get nothing whatsoever in 
return for the unallowable agency 
commissions —and the planning 
and execution of the work all too 
often bear the mark of the “home 
craftsman.” ) 

Our business is too technical or 
too different for any agency to be 

much help. (1f this is true, then 
most of our biggest and best indus 
trials are accomplishing the impos 
sible. ) 

Such these 


comments as may 


sound far-fetched to those who 
haven't had the illuminating expe 
rience of calling on a great number 
not so small) 
are actually 


not iso 


(and 
but 
record 


of small some 


industrials, they 


from the and are 
lated cases by any means. 

[he indicated state of mind is 
strong evidence of the job that is 
needed if industrial advertising is 
to be improved for the benefit of 
all concerned. 

Most men wouldn’t think of 
building a $50,000 house without 
weighing the pros and cons from 
every possible angle; yet they will 
arbitrarily pass judgment on an ad- 
vertising budget of a comparable or 
greater size in an off-hand 
manner. Assigning the responsi- 
bility of investing advertising dol- 
lars to those with scant qualifica- 
tions for the job doesn’t make much 
either,” but it is not at all 


unusual. 


even 


sense, 


Long-Range Education 
Necessary 


The question then seems to be, 
“What can be done about it?” The 
answer should be obvious. We have 
got to explain the various tools in 
our tool kit and must demonstrate 
the economy of their use. Further- 
more, the subtle point that “buying 
a chest of tools doesn’t make the 
purchaser a carpenter” must also be 
put We who are experi- 
enced in the industrial advertising 
business should redouble our efforts 
to educate those who can be helped 
towards a fuller understanding of 
the economic value of advertising 
This is no overnight 


across. 


to industry. 
project. 

To do this missionary work might 
seem like the sole responsibility of 





| 





Get yourself a 


— 


BIG MAIL BOX | 
| FOR 
PLASTICS WORLD 

RETURNS J 
4 


Y 























I 


Be prepared for inquiries. Once 
you've placed your advertise- 
ment in PLASTICS WORLD — 
get a BIG box for the worth 
while leads you'll receive. 


Use 1/9 — 2/9 page units or 


standard 7 x 10 space and get 
ready for INQUIRIES. 


Write today for full FACTS. 


CLEWORTH PUBLISHING CO., INC. 
551 Fifth Avenue, New York 17, N. Y 


Chicago — Cleveland — Los Angeles 
San Francisco 











REACHES THE MAN IN 
RESPONSIBLE CHARGE 





The Chemical Engineer’s 


own magazine... 


Published by the 
American Institute of 
Chemical Engineers 
50 East 41st St., New York 17, N.Y. 


v 


See SR&DS listing — or 
write for latest circulation 
figures and sample copies. 


— 
ti_, 
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edium-size and smaller agen- 
that handle such accounts. 
This, however, is not the case. The 
big industrials in the big agencies 
were the little ones in the 
little agencies yesterday. It is the 
responsibility of all of us to help 


the little accounts grow into big ones 
wuigh intelligent guidance on 
< related to our business 
Su educational work 1s learly to 
ae 
r vantage Ol! i} 
] ] + - + ‘ 
emphasizing the need tor this 
e tional effort, we are not talk 
‘noe about the many men in industry 
f the fundamental 
re aware of the tundamentats 
alues of advertising. We are 
ta ¢ about the great number ot 


ial executives whose train 


; 


experience and interests have 
heen primarily in other fields, but 
now have a voice 1n establish 

ng advertising policies 
inv cases, these are the men 
make and cut the budgets, who 
hire and fire the advertising man 
agel s as well as their agencies. 
ese are the men who should, and 
can, be shown that competently 
planned advertising is not a “good- 
business luxury,” but is a depend 


able. vear-after-vear means of re- 


ducing sales costs, increasing prot 
1d insuring better business 
vhen a company needs it 


Howard Marple Heads Up 


New Department for Monsanto 
ppointment of Howard A. Mar- 
lirector of the newly created advert 
lepartment of Monsanto Chemical 
( any was announced recently by Wil 


liam M. Rand, president 


\ Marple, who has been with the 

since 1937, formerly was editor 

nsanto Magazine He has been 

4 industrial publication circles 

a e 1944, was manager of Mon 
Sa trade advertising 


Ralph B. Fritsch Joins Ad Staff 


Of ‘Farm Implement News’ 

B. Fritsch, formerly with Kear- 
ne l'recker Corporation, milling ma 
ufacturers, has joined the ad- 
staff of Farm Implement News 

isiness paper of the tractor- 

inery editor. Mr. Fritsch will 
eastern seaboard with head 
507 Fifth Ave., New York 

Kearney and Trecker, Mr 
lled sales promotion and ex 
is well as office managerial 
iously he had been employed 

Printers, Milwaukee for two 

years and by Prime Electric 


Milwaukee, for two years. 


INDUSTRIAL MARKETING, April, 1948 









a 


Are you reaching 
the RIGHT spot? 























lf you're in any one of the many construction 


markets, and you have a product or service to 
sell, CIVIL ENGINEERING is the RIGHT spot for 
your advertising message. The Civil Engineer is 
the KEY-MAN on every\construction job, and 
you can REACH him through hikxown publication. 
Advertising in CIVIL ENGINEERING 


brings results. One issue, alone, produced 


11,967 requests for product information! 


CIVIL ENGINEERIN 


PUBLISHED BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 West 39th Street, New York 18, N.Y. 
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o sell the 


MEAT 
PACKING 
FIELD... 


merica’s basic 


food industry... 


.. the one industry maga- 
zine that, through the 
past 57 years, has been 
written and edited by 
people who know meat 
packing and meat packers 
. . the one publication 
that is read throughout this 


$12.500.000.000 market. 


W rite for 1948 
Vedia Data Folder 


THE NATIONAL 
PROVISIONER 


107 S. Dearborn St. 


Chicago 5, Illinois 











Industrial Shows 








& Exhibits 





























\pril 14-17. National Restaurant As- 
sociation Annual Convention and Expo- 
sition, Public Auditorium, Cleveland 

April 17-24 Metropolitan Home 
Show, New York City 

April 19-20. Industrial Accident Pre- 
vention Associations Safety Conven- 
tion and Exhibition of Industrial Safe- 
guarding: Royal York Hotel, Toronto 

\pril 19-22. Association of Western 
Hospitals, Los Angeles. 

\pril 19-23. Annual Session of the 
\merican College of Physicians, Civic 
\uditorium, San Francisco. 

\pril 21-24. All Southern Hotel Ex- 
\tlanta 


25-30. 50th 


position 
\nnual Meeting 
Exhibit of the 
Society, Palmer 


\pril 
Jubilee 
Ceramic 


and Golden 
\merican 
House, Chicago 

April 26-30. American Management 
\ssociation 17th Annual Packaging Ex 
position, Public Auditorium, Cleveland. 

April 27-29. American Supply & Ma- 
chinery Mirs. Assn., National Supply 
& Machinery Distributors Assn., and 
Southern Supply & Machinery Distribu- 
tors Assn. Public Auditorium, Atlan- 
tic City 
New England 


Joston. 


May 1-9 (Tentative). 
Modern Homes Show, 

May 2-4. State Hospital 
tions of Indiana, Illinois, Michigan and 
Wisconsin, Palmer House, Chicago. 

Mav 3-7. American Foundrymen’s 
\ssociation Convention and Exhibition, 
Convention Hall, Philadelphia. 

May 3-,. International Exposition 
of Te>tile Machinery, Equipment and 
Suppiies, 7]st Regiment Armory, New 
York 

May 3-7 
\ssociation Convention, City 
rium, Atlanta 

May 4-6. 25th Midwest Safety Con- 
ference and Exhibit, Sherman Hotel, 


Associa . 


\merican Water Works 
\udito- 


Chicago 

May 11-14. Radio Parts & Electronic 
Equipment Conference, Chicago. 

May 15-22. International Petroleum 
Exposition and Congress, Exposition 
Grounds, Tulsa, Okla. 

May 17-22. National Marine Exposi 
tion, Grand Central Palace, New York. 

May 20-22. American Society of Me- 
chanical Engineers Oil and Gas 
Power Division, St. Louis. 

May 23-26. National Office Manage- 
ment Association, St. Louis. 

May 24-27. National Association of 
Master Plumbers, Philadelphia. 

May 27-29. Automotive Engine Re- 
builders, Buffalo. 

May 3l-June 2. National Association 
of Purchasing Agents Convention and 
Inform-a-Show, Waldorf-Astoria, New 
York City. 

> 


May 3l-June 12. Canadian Interna- 


tional Trade Fair, Canadian National 
Exhibition Park, Toronto, Canada. 
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June 1-3. Petroleum Industrial 
trical Association and Petroleum [le 
trical Supply Association, Adolphus 
Hotel, Dallas. 

June 2. National Association of Pur 
chasing Agents, New York City 

June 7-10. Canadian Chemical Fx 
hibition, Montreal 

June 7-12. International Expositio: 
of Textiles, Trimmings and Factory 
Equipment, Grand Central Palace, New 
York. 

June 12. Canadian 
[rade Fair, Toronto. 

June 13-19. American Library Ass 
ciation Conference, Atlantic City 

June 21-24. National Association of 
Building Owners and Managers, St 


International 


Louis. 

June 26-Sept. 11. International In 
dustrial Exposition, Million Dollar Piet 
\tlantic City. 

June 28-July 2. American Electro 
platers’ Society Industrial 
Exposition, Convention Hall, 
City. 

June 30-July 3. 
Building Convention and 
Stevens Hotel, Chicago. 


Finishing 


Atl int 


National Catholi 
Exposition 


July 1. Internationai Trade Mart 
New Orleans 
July 1. Industrial Finishing Exposi 


tion, Atlantic City 
July 6-10. 2nd 
Modernization Show, 
Palace, New York. 
July 16-24. American Road Build 
ers’ Association Show, Soldiers Field 


International Stor 
Grand Central 


Chicago. 

July 19-21. National Office Machine 
Dealers Association, New York City 

Aug. (Date Not Set). Automobile 
Accessories Exposition, Chicago 

Aug. 2-6. Building and Maintenance 
Supplies Exposition, New York City 

Aug. 10-13. Western Packaging Ex- 
position, San Francisco. 

Aug. 23-26. National Association o! 
Power Engineers, St. Paul. 

Aug. 23-27. Photographers As 
tion of America, Chicago. 

Aug. 27-Sept. 11. Canadian Nationa 
Exhibition, Exhibition Park, Toronto 

Sept. 11. Machine Tool and Eng! 
neering Exhibition, Olympia, London 
England 

Sept. 13-17. Instrument Conterenc 
and Exhibit, Instrument Society © 
America, Philadelphia. 


Sept. 20-23. American Hospit \s 

sociation, Atlantic City. 
Sept. 20-23 (Tentative). America? 
Mining Congress—Metal Mining (ot 
sco 


vention and Exposition, San Frat 
Sept. 27-Oct. 2. Third Nationa las 
tics Exposition, Grand Central I’«/act 
New York City. 
Sept. 28-Oct. 1. Iron & Steel | ng! 


(Continued on Page 146) 
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Catalogs 


idea of your product and makes the 
greatest appeal. Of the various 
common methods of illustration, 
photographs are in the majority. 
But wash drawing, oil painting, or 
tography may be used for color 
‘trations, poster or impression- 
effects; combination line and 
f-tone, when detail and atmo- 
sphere are needed; pen and ink for 
shadowgraph, wood-cut effect, 
French outline, etching style, charts 


explanatory detail. For soft, 
sketchy effects, crayon, pencil and 
harcoal are the best mediums. 


Price Lists with Eye-Pull 
\ major “weakness in many cata 
gs is the arrangement of tabular 
tter and price lists. Tables are, 
themselves, uninteresting, but 
ertheless, an essential part of 
talogs. They must be clearly 
derstood, so sufficient informa 
on how to read them should 
be included. For a uniform appear- 

e, it is best to have the tables 
ill in the same size of type through- 

the catalog. If you can use 
graphic charts, which give facts and 
figures in pictorial form, by all 
means let them take the place of 
tabular matter. Add color to head- 
ings and some of the columns in 
tables, and allow for white space 
every five or ten lines to break up 
he monotony of solid type. 

Chere is much to be said both pro 
and con for the price list as part 
of the catalog. Whether the price 
list is bound into the catalog, or is 

as a catalog supplement, make 
all-important feature a sales- 
hy job. A straight listing of 
| numbers and prices serves its 
se, but price lists can be made 
tive sales tools for more eftec- 
italogs. 
well-planned catalogs, that 
do the job for which they are in- 
ter |, remove sales barriers, re-sell 
ers and open buyers’ doors. 
(To Be Continued ) 
‘Desicn News' Moves 
il and New York district sales 
Design News have been moved 
juarters at 30 Church St., New 
Yor esign News, a news magazine 
t n engineers in the industrial field, 
ed by the Rogers Publishing Co., 
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WILL YOU BE 
IN THE 1948-1949 


“WHATS WHAT 
IN THE PAPER & 


PULP INDUSTRY? 
OVER 3000 COPIES 









“i OF THIS BASIC SOURCE BOOK 


will be distributed to include every operating 
mill in U. S. and Canada. The CATALOGUE 
will be used the year ‘round for reference by 
men who buy and specify. You know the merits 
of your products. But—do your products have 
acceptance when comparisons are made? 


Make it easy to get’all the informat‘on about 
your products. Present it in the easily referred-to, 
compact PAPER AND PULP MILL CATA- 
LOGUE and Engineering Handbook that gives 
you DAILY, year-round sales contact with the 
industry’s production executives, engineers, 
chemists, purchasing agents, etc.—the men who 
buy and specify. 


RESERVE YOUR SPACE NOW! 


BE THERE. Have your information on the desk of busy men who have neither 
time nor patience for correspondence. Give them quick, accurate catalogue 
information, and you may be sure your products will be given every con- 
sideration if they fill the bill. 


& 2m Poreze)d ith dind wee sasded 


Consider the CATALOGUE—the way it gives you “inside representation” — 
saves many hours of your salesmen’s time, backs up your sales promotion 
program by being THERE in the hands of the right ntan—at the right time— 
every day of the year. 1-2-3 and more pages are offered, at low cost, for 
product information. Catalogue inserts in units of 4-8-12-16 pages may be 
included. Get full information now— 


FRITZ PUBLICATIONS,- INC. 








99 EAST VAN BUREN STREET, CHICAGOS, ILL. 











Emblem 





Identifies Advertising Publications, Inc., the largest publishing 
house serving the entire advertising and marketing field. Through 
its related, yet sharply defined publications, every factor in the 
marketing, advertising and merchandising phases of business 


may be reached. 
ADVERTISING AGE 
INDUSTRIAL MARKETING 
THE MARKET DATA BOOK 
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Three Important Points for 
Construction Equipment Advertisers 


1 When the product you are advertis- 

Ing has to do with the design, mix- 
ing, transporting, handling, orming, 
placing, finishing or curing of concrete, of 
precast concrete products, or ready-mixed 
concrete—then these are your only real 
customer prospects: 


The contractor who does concrete 
* construction work; 
The concrete products manufacturer; 
The ready-mixed concrete producer. 


3 And CONCRETE is the only publice- 
* tion that gives you effective and 
wasteless coverage of all three. 


(ta Write casey for complete informe- 
mes 4(Ction «and «latest circulation figures 


CONCRETE PUBLISHING CORP. 
1937 DAILY NEWS BLDG. CHICAGO 6 


A Big Market for 
Wood Bonding 
Materials and 
Equipment 


Use WOOD 
PRODUCTS adver- 
tising pages for as- 


sured results. 


FOR DETAILED o. | 

REFERENCE Data N P 

: rine 

wmeusTOat Manat Time 5 Pape 
dustria No. ! 
MARKET 


DATA 800K Industry 


—_——_—— 


431 South Dearborn St. 
CHICAGO 5, ILLINOIS 
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Industrial Shows 


xposition, Cleveland 
United States 
Association 


neers E 

Oct’ (date not set) 
independent Telephone 
Chicago 

Oct. 4-9, Fifteenth Southern Textile 

vosition, Textile Hall, Greenville, 

Oct. 10-14 \ssociation of School 
Business Officials, St. Louis. 

Oct. 12-16. Fifth National Chemical 
“xposition, Coliseum, Chicago. 

Oct. 12-16. National Hardware Show. 
Grand Central Palace, New York City 

Oct 18-21 tederation of 
Works Association, Detroit, Michigan 

Oct. 25-30. National Business Show, 
Grand Central Palace, New York. 

Novy. 29-Dec. 4. National Exposition 
of Power & Méchanical Engineering 
Ne Ww York 

Nov. (Date Not Set). International 
\ssociation of Fire Chiefs, Miami, Fla 

Jan. 24-28, 1949. International Heat- 
ing and Ventilating Exposition, Chi 


| 


Sewage 


cago 


[CONTINUED FROM PAGE 57] 
Press Releases 


This does not 
all-linen stock, 
but do give the editor something he 
can write on. Stay away from soft 
surfaced paper that won't take ink 
and especially 


Use good paper. 


mean high priced, 


or pencil decently, 
avoid onion skin paper—it tears too 
and is often difficult to read. 


Remember that your original copy 


easily 


is frequently used by the type setter. 
White paper is best, but pale blues 
and yellows are not objectionable. 
Don't try to catch an editor’s eye 
by using tricky materials such as 
black ink on dark blue paper, or 
red on blue. It’s too hard to read 
when time is precious, and it won't 
get any more attention than plain 
paper. 

Send pictures. Jf there is a pic- 
ture of the product available, en- 
close it with the release. It takes 
up a lot of the editor’s time to have 
to stop and write you a letter asking 
It often causes de 
and there have 
been cases where the wrong picture 
If possible, use 8x 10 


for the picture. 
lavs in publication, 
was sent. 
glossy prints. Smaller pictures and 
mat surfaces can be used, but they 
will not giv e as clear a reproduction. 
If you’re publi- 
cizing a egies suit, that’s some- 
thing else again, but if it 1 
machine or a tool, forget the artistic 
aspect. You may have the best 
product in the world, but if it is 


NOW 
FIRST in Readership 


Over 2,000 reader replies to impartial read 
ership surveys conducted by two outstand 
railway supply manufacturers definitely prove 
that more key railroad men READ MODERN 
RAILROADS than any other single railway 
publication 


$O .. . TO COMPLETELY COVER 
THE MULTI-BILLION DOLLAR 
RAILROAD MARKET... 


Advertise iM 


MODERN 
RAILROADS 


Over 20,000 fagy Circulation 


Covers All 3 Buying Influencers 
1. The Departmental User. 
2. The Executive Approver. 


3. The Purchases and 
Stores Order Placers. 


Write For New Readership Folder 


MODERN RAILROADS PUB. CO. 


326 W. Madison St. Chicage 6, Ill. 


Swing-O-Ring 
Loose Leaf Binding 


The pages stay in, without tearing 
out, because they are held by alarge 
number of closely spaced rings. 
New pages can be inserted in a 
jiffy. Binder backbone occupies /ess 
space than in 3-ring binders. Pages 
turn more easily and lie flat. 

Write us for name of necrest 
Swing-O-Ring licensee; and send for 
complimentary Swing-O-Ring bound, 
pocket size, memo book with flexible 
imitation leather cover. Write Dep!. |M 


Swing- ON 


Division of The Fred Goat Co., Inc: 
314 DEAN STREET « BROOKLYN 17,7 
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held or operated by a pretty girl, 
bathing suit or no, the reader is 
going to look at her and not at your 
product. Unless an operator is 
essential, either to indicate size or 
thod of using, it is better to show 
the machine alone against a plain 
kground. 
l SE-UPS, please. A row of fifty : What pecals 
chines may look very impressive 


For You 


shop, but when the picture is can De 


luced to a one or two column cut 


what they ave 


the magazine, it is pretty difficult 
23 propitable 


the reader to tell what you are 
and © 


ving to show. Use a close-up, and ( ius 
busine? 
wag” 


~ them 


you are concerned with only a 
ill portion of a machine, such as = 
1 safety stop on a 1000-ton press, 
don’t try to show the whole machine 


your little gadget will be lost on it. 
One ata time. It may cost a little 
more in postage, but it is better to 
send only one release at a time. 
Don’t overwhelm the editor with a 


hole flock of releases at the same advertising, sales promotion and merchandising. 


ime. He is likely to throw half of 
hem away on the ground that he 
an't possibly use so many at one 
time from one ey: Sut if they suggestions. You need it. 
come in one at a time, he doesn’t 
notice the quantity so much. If you 
nnounce a new president and a 
new machine on the same day, don’t 
put both announcements together. 










EXCLUSIVE 





WORLD'S LARGEST 


Such items are usually handled by 
different editors, and if they are 

gether, the one may never reach 
the man for whom it is intended. 








Lists 23 wavs decals can be profitably used in 


Explains various types of decals and their uses 


12 pages packed full of concise facts, ideas and valuable 


The Palm Brothers 
Decateomania Ca. 


MANUFACTURER OF DECALCOMANIAS 


THe PatmM BrotTHers DECALCOMANIA Co. 
Dept. 713, Cincinnati 12, Ohio 


tree, 












the new booklet “What 











State 








ick your medium Jon’t pass ! 

ck you ' ted sae Don : tan r Please send me 
out releases indiscriminately. There ' Mecals Can Do for You.” 
is nO point in sending.a release on , 
a new type of house paint to a , Vame 
metalworking magazine. It will not | . Company 
eu ed, — if you keep on Hi . Addvese 
tl the editor may automatically | 
: . ' City 

ry . 


ird all your releases without 
reading them. Then when you do 
send him something in his line, it 


OPYR 


1948, THE PALM BF THER DECALCOMANIA CO 





probably be passed up. 
is is the editor’s viewpoint. 
- ss that make work easy for SO 
y following these lines, are 
to get in type. Releases that Makes Posting G 
stray from the magazine’s style or 
held mean lost time in the editing 


om ( Inly the most important FOR THE GRAPHIC ARTS 
ne will get the editor to spend A MUST 
ti r - rr ° A size for every 
u tracking down information perpese. Sold by 
: - T i. : Stationery, Artist 
gy in the release. News re- Supply and Photo- 
le: : hic Dealers 
lea that are important to you, } on an Arama 


better chance of rating space 
vhen they will fit the magazine 
with a minimum of editorial work 
left to be done. 
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UNION RUBBER & ASBESTOS CO. 
TRENTON, fH. J. 





CUT COSTS 
INCREASE SALES 


Individually typed sales letters reach 
. directly and resultfully . . . the 
men who are your best bets for more 
business. They produce the most 
results for the least cost per sale. 


Attractive Monthly Rates 


THE HOUSE OF LETTERS 


Box 745 ©® JACKSON, MISS. 
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The Best Way 
to Reach the 





pment dealer- 


.s equi 
Farm eq the orders 


owners place A 
and sign the checks . 
select the new lines an 
buy shop and office sup- 
lies. The top 89.0°76 pa 
vnembers of the Natone 
Retail Farm Equipmen 
Association. : 
First-read and — 
trade paper 15. Apene a 
their own official public: 
tion. 


FARM Equipment/cdacling 


1014 LOCUST ST ST. LOUIS |, MO 
Official! Publication - Mational Retail Farm Equipment Assn 
































20,000 


Telephone 
Exchanges 
present a 


Profitable 
Market 


for many items 


Only ONE 
Trade Magazine 
Reaches This 
ENTIRE Market! 


Fortnightly 


TELEPHONE ENGINEER 


Write for Complimentary Copies, 
Rete Cards, etc. 


7720 Sheriden Road CHICAGO 26 
TS cteneeenteneeetienenes a 
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Who Is The ‘Public?’ 


at him but at the company he was 
trying to represent. And don’t for- 
get—bad relations, bad impressions 


farther and faster than 
For each customer that dis- 
tributor had to disappoint, there are 


now 


spread 
good ! 
ten or a hundred times as 
many people who don’t trust that 
manufacturer, depending on how 
much 
talks. 

Again, take the case of a distribu- 
tor who has been trying to do a 
good job for his supplier. When | 
asked him what he thought of the 


each disappointed person 


advertising efforts of the large in- 
dustrials, he said he thought the 
mechanical execution was great but 
that the timing was rotten. 

He has had at least one hundred 
for a product which has 
been appearing in full-pages and 


requests 


four colors in the national press fo- 
gut he has still to receive 
even a sample! 

His question, Mr. Arithony, is 
why do the manufacturers break a 
national campaign and get the buy- 
ing public all het up and interested 
betore they even let their dealers 
have samples to show? He wants 
that the national 
advertising be held till all dealers 
have stock on hand. Of 
that’s radical. 


weeks. 


even to suggest 


course, 


Customer Keeps His Cash 


Then there is the nameless con- 
sumer I talked with recently. He 
stopped in a large retailer’s to buy 
a nationally advertised product. The 
manufacturing company’s advertis- 
ing had sold him on the item, and 
he had the cash in his pocket to buy. 

sut he asked the retailer to explain 

some of the workings of the article 
and whether he (the retailer) had 
proper maintenance facilities. 

The retailer had neither a sound 
basic knowledge of the product nor 
the necessary service facilities. The 
customer still has his money. Now 
he also has a well-founded gripe 
against the manufacturer which he 
is not loath to pass on to his 
friends. 

Finally, there is the consumer I 
talked with who had blown his top 
and written a long and torrid com- 
plaint to the home office of an in- 
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OVER 2'/2 MILLION 












paid subscriber 
AMERICAN METAL MAR.- 
KET, the daily newspaper of 
the metal working industries, 
are now being read yearly by 
over 27,000 purchasing and 
management executives in over 
10,000 plants and offices who 
directly control or influence pur- 
chases of the raw materials, 
semi-finished and finished fer- 
rous and non-ferrous metal 
products and equipment used 
industries. Write for 
descriptive folder showing 0Oc- 
cupational and trade distribu- 
tion analysis. 


AMERICAN METAL 
MARKET 
Published daily since 1890 
20 Cliff Street 
New York 7, New York 


alo) 
fl MW 
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copies of 
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Show and Sel 
your equipment 
Supohes 
and services 
to the 
+ Steel Industry 


















































Phone, Wire, or Write 
ASSOCIATION OF IRON & STEEL ENGINEE?S 
1010 Empire Building, Pittsburgh, Po 

ATlantic 6323 an 




































ternationally, known manufacturer. 
He had gotten bad service from one 
of their products and had com- 
plained to the retailer. The retailer 
had given him no satisfaction so he 
vented his spleen direct to the presi- 
dent of the manufacturing com- 
pany. He waited four weeks before 
getting a reply, and, when an an 
swer finally did arrive, it was a 
form letter signed by a correspond- 
ence clerk disclaiming very abrupt- 
ly the manufacturer’s responsibility 
in the matter. 

There are dozens of other in- 
stances I’ve collected in the last two 
and a half years from my own ex 
perience and during the last few 
weeks when I’ve been interviewing 
consumers, retailers, dealers and 
distributors in preparation of this 
article. But 


to point up the fact. 


the above will suffice 


A Job for All Business 


\s an aftermath of the war, the 
public relations efforts of American 
business are failing in the vital con 
manufacturer and 
and 
sumer; and between consumer and 


tact between 


dealer; between dealer con- 
manufacturer ! 
Perhaps the suggestion made by 
one disgruntled dealer of nationally 
holds 
ay 


Why,” he said, “don’t the manu- 
cturers take some of the millions 


advertised products water. 


of dollars they spend in space ad- 

vertising and use some of it to help 

us educate our personnel ?”’ 

“Why don't 

they (manufacturers) make it the 

responsibility of their public rela- 
(Continued on Page 150) 


\nother chimed 1n, 


F.E. Schmit, Jr., Joins 
Reinhold Publishing 

derick E Schmitt, Ir.. has 
R Id Publishing Corporation as direc- 
tor of promotion 
and publicity for 
Chemical Engineer- 


joined 


ing Catalog, Metal 
Industries Catalog, 
Vaterials & Meth- 


od Ss. 


Architecture, 


Progressive 
the 
\merican 

Society 
magazines, and 
technical and scien- 
tihk d specialized books, it was an- 
| by Philip H. Hubbard, president. 
Schmitt was previously a partner 
ing & Schmitt, industrial advertis- 
nager of Hercules Powder Com- 
Pat nd has just completed his thirteenth 
industrial advertising. 


five 
Chemical 
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Ask For Factual Highlights 


ON THE TREMENDOUS PURCHASING 






POWER OF THE CREAMERY PRODUCTS INDUSTRIES 


Wherever there's grass there are cows 
... and the manufacturing of CREAMERY 
butter, cheese, and evaporated, con- 
densed, and dry milk. Throughout America's 
lush dairylands, thousands of modern 
creameries, cheese factories, and con- 
denseries daily convert many millions of 
pounds of milk into nutritious and sus- 
taining dairy products . . . bulwarks of 
the nation's basic diet. This vast network 
of plants and factories, teeming with 
highly industrialized activities for long 
hours of the day, represents one of the 
country's richest, most responsive and 
able-to-buy-and-pay markets. Countless 
thousands of trucks daily haul fresh milk 
to the factories. Here, an army of skilled 
workers . . . buttermakers, cheesemakers, 
operators, and technicians . . . process 
the milk with the most sanitary, most 
elaborate and efficient food handling 
equipment ever devised. And covering 
this huge market which buys an endless 
variety of shipping, transportation, proc- 
essing, packaging, handling, and manu- 


facturing equipment, is the industry-pre- 
ferred ABC NATIONAL BUTTER AND 
CHEESE JOURNAL. The "JOURNAL" 
gives you pin-point precision coverage 
with a no-loss no-waste balance between 
active circulation and active subscriber- 
producing-and-purchasing power. The 
"JOURNAL" goes where work is done 
and goods are bought. . . for 38 years 
the most profitable advertising medium 
in these industries. 


Survey Facts 


Free to advertisers 
and advertising 
agencies: market- 
ing, merchandising 
data, and live sur- 
vey facts to help 
you plan more ef- 
fective advertising 


DATA |) 
and, ‘ecregte goor Jl) SERVICE ie 


industries. Lists and Le 
addressing - mailing - 


services at moder- 4 y 
ate cost. Ask us — i 








we have it — or 
get it. 








THE OLSEN PUBLISHING COMPANY 


1445 WN. FIFTH STREET 


MILWAUKEE 12, WISCONSIN 











LOOK FOR 


THIS EMBLEM 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
It means you can find facts on the publication's editorial 
services, circulation, influence, market studies, and similar information, 
adjacent to complete data on the market it serves. ° 


Data Book. 


FOR DETAILED 
wt) wee DATA 


« 


“Industrial 
MARKET 
oy We Wa: tele) 4 
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This year 
he’s on ihe jos 
in June! 



















POWER 


A McGRAW-HILL PUBLICATION 
330 W. 42nd St., New York 18, N. Y. 












ow 
LivEST 
OIL 
\ ARKET 
ARKE 
M 2 


e 


Holes ore being punched 









all over the oil-rich Rocky 






Mountain Empire—on both 





= ee 





sides of the Continental 
Divide. To cover the West's 


most active oil fields. . 
~ _— 


| Adve wise in 


Obra 


News Magazine for Weslern Ou Men 
EQUITABLE BLDG., DENVER 2, COLO. 
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[ CONTINUED FROM PaGE 149] 


Who Is The ‘Public?’ 


tions staff to collate al] the com- 
pany’s relations with the public, 
from the national advertising, 
through dealer relationships, cor- 
respondence clerks, field representa- 
tives right on down to the retail 
clerk 

\nd it was the consensus of a 
public relations forum I conducted 
recently for a Rotary club that the 
ills I have cited here are not isolated 
but almost epidemic. The forum 
also agreed that advertising and 
public relations men, by and large, 
are jumping off on the wrong foot. 

In their anxiety to get back to 
the good old days of competitive 
marketing, advertisers are failing 
badly in their basic job of creating 
good will for their companies. They 
re, consciously or unconsciously, 
fostering the public-be-damned at 
titude so common among retail 
clerks by stimulating demand but 
ignoring complaints. 

Grass-Roots Public Relations 

The kind of public relations 
needed today is basic, down-to-earth 
ind grass-roots in approach! 

Forget, for a while, your smash- 
ing full pages in color! Get out of 
your office and shop your own deal 
ers and retailers! Go out anony- 
mously and act the part of a slightly 
difficult average consumer! Try to 
demand a little extra service and 
courtesy ! 

Then go back to your office and 
train a staff of trouble shooters who 
believe in the old-fashioned philo 
ophy upon which American sales- 

anship was built, the customer is 
ilwavs right. Send that staff to 
every retail outlet for your com- 
pany’s products to sell the retail 
clerk on vour product and to teach 
him to sell it to the consumer. 

Department stores have at least 
one jump on industrial marketers. 
Chey shop their own and their com- 
petitors’ stores not only for prod 
ucts but also for courtesy. And 
they fire or re-educate a lot of clerks 
as a consequence ! 

If advertising men are over- 
anxious to get back into the com- 
petitive phase of marketing, the 
public is awaiting a buyer’s market 
just as anxiously. And there are 








Coder SELLS 


Wherever there is life there is color. F 
Color Reproduction can make your illustra 
tions of your plant or products stand < 
and deliver a true to life selling messac 
to your markets. 

The House of Photography produces spar 
ling dye transfer color prints from yc 
own Kodachrome or Ektachrome transp 
encies, or complete color separation neg 
atives can be produced ready for delivery 
to Lithographers or Engravers. 
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Dept. E-1, 137 N. Topeka, Wichita, Kansas 

















@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


CHICAGO 
Manhattan Bldg. 


NEW YORK 
Whitehall Bldg. 


For over 60 years the leading 
journal of the coal industry 
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BAKER’S DIGEST 


is the Production Magazine 
of the Baking Industry 


BAKER'S DIGEST competes with no other 
Edited exclusively for 
the large and medium size wholesale and 


bakery publication 


retail baker (those whose annual sales ex- 
eeds $50,000) it covers completely that 
part of the Industry responsible for 80% 
f the total production. Rates, based on 
5,000 circulation, are nominal compared 
with the buying potential of readers 
reached. The textbook character of the 
DIGEST reader absorption of 
both editorial and advertising content. 


Moreover, each issue is read 


assures 


and re-read, passed along and 
filed for ready reference To 

learn the real value of BAK- [i teane 
ER'S DIGEST as an advertis- — 
ng medium, survey the people 

who read it 














CHICAGO 6-747 W. Jackson Bivd. 
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“AMERICAN 
EGG & POULTRY 
REVIEW" 


New 
{merican Egg & Poultry Re- 


rates now in effect for 
view, published by Urner-Barry 


Company, New York, are: 


1 Time 6Times 12 Times 
l page $150 $130 $120 
Y2 page 85 75 70 
“4 page 50 45 40 
“e page 30 27.50 25 


Colors: $30 extra per page for 
standard red, yellow or blue: 
any other color (page or frae- 
tion thereof), $50 extra: other 
color (per second page) . $30 per 


page extra. 


Closing date for copy is 15th 
of preceeding month. Published 


the 10th of each month. 
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millions of little black marks against 
manufacturers chalked up in con- 
sumers’ minds which are going to 
be hard to erase. Americans are 
nice and easy-going—up to a point. 
They have long since reached that 
point at which they will delight to 
pick and choose against those manu- 
facturers whose dealers or retail 
clerks have been remiss in carrying 
through the manufacturer’s care- 
fully planned public relations pro- 
gram. And, brother, those consum- 
ers are going to have memories like 
elephants ! 

It is the smart manufacturer, the 
smart public relations man, who will 
start now to climb down out of the 
ivory tower in which campaigns are 
conceived and born, who will get 
out and pound into his retailers and 
fact that, in America, 
you can’t succeed in business with 


dealers the 


out the primary objective for which 


advertising and public relations 


were made, the customer’s good 


vill! 


Advance Ritchey, Myers 

Robert ¢ Myers has been appointed 
manager of the market development divi 
sion of Carnegie-Illinois Steel Corpora 
Ritchey, recently 
market 


states 


tion, succeeding R. J 
director of the new 
United 


Steel Corporation of Delawar« 


appointed 


development division of 





Ritchey Myers 


Mr. Ritchey was with Carnegie-Illinois 
for more than 10 years, serving in the 
sales promotion division of the sales de- 
partment. He was made assistant manager 
of the company’s market development divi 
manager in 1945. A 
former NIAA, he now is 


vice-president and a trustee of the Porce- 


sion in 1942 and 
director of 


lain Enamel Institute. 

Mr. Myers, a graduate of the University 
of Pittsburgh, formerly was a develop 
sales promotion for 


ment engineer in 


Carnegie-Illinois. He previously was an 
assistant merchandise manager for Kauf 


mann Department Stores. 


EDMUND L. BUTLER 

Edmund L. Butler, 46, production 
manager for G. M. Basford Company, 
died March 25 at Saranac Lake, New 
York. Mr. Butler had with the 
Basford company since its organization 
in 1916. 


been 
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‘durned if Esquire ain’t gone and 
put us Paul Webb Mountain Boys 
into a calendar for ’49. It’s a rite 
pritty one, too. Bet plenty of smart 
advertisers all over the country will 
be fixin’ to git their ad on it.” 


Right you are, boys. Esquire’s 
Paul Webb calendar for 1949 is a 
honey! To smart advertisers who 
recognize the potency of humor in 
advertising, hie calendar offers a 
rare vehicle for building customer 
good will. The coupon below will 
bring a trained Esquire Calendar 
representative to show you this 
and other calendars for 1949, 


EA QUULL. 
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Nationwide Service 
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dising needs at minimum cost. 


Export Advertising 


With export 
counsel in New 
York, latest in- 
formation is as- 
sured on foreign 
markets and advertising media. 


Industrial Publicity 


Publicity pro- 
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“new product” 
releases to exten- 
sive newspaper 
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Merchandising Ideas 


New cartons 
and packages 
designed for 
maximum visi- 
bility and turn- 
over. Also coun- 
ter cards, floor 
displays, etc. 
Submit your advertising problems 
to us for efficient planning. 
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